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hough Proofs 


Gladys the beautiful reception- 
ct says she sees Schlitz has ap- 
ointed a new agency, and she 
opes they can find something 
rettier to advertise than those 
id brown bottles. 
we 5 

“Squeeze bottle plus deodorant 
akes great team,” reports. the 
yorld’s greatest advertising jour- 
al, but there are some bottle ex- 
erts in the ad business who could 
hink of a lot better things to put 
it. 


7) “} 

“Family happiness has to be 
janned,” says the Institute of 
ife Insurance, which refuses to 
dmit that discussion of plans for 
pending the family income causes 
ost of the rifts in marital happi- 
ess. 

: a". 

John Sexton & Co. advertised 
or clerks to work’ in “all male 
iling department.” The lads 

; ere are expected to concentrate 

|fBo their billing and forget about 
he cooing. 
a J 
Nate Gross reports the case of a 
hicago clothing manufacturer 
yho was burned up because his 
ew bride charged $20,000 worth 
f apparel purchases the first 
onth. Probably figured he could 
ave got them for her wholesale. 
7, a © 
With display advertising avail- 
ble on airplanes, the shelves of 
tores and the backs of taxicabs, 
ow should be the psychological 
moment for some great mind to 
brganize theater curtain advertis- 
gon a national basis. 
vgw?Y 
Book clubs and _ subscription 
ales accounted for an $86,000,000 
business in 1945, close behind the 
99,000,000 volume of book stores. 
Behind the scenes, unhonored but 


ot unsung, is the busy book 
agent. 


ied 


: en a 
The textile industry is now try- 
ng to demonstrate that the per- 
ume manufacturers are not the 
ily ones who can think up out- 
andish names for their products. 
wa FF 
American Dog Magazine is 
Nanging from a bi-monthly to a 
honthly, the new publishers have 
ennhounced. 
Perhaps the slogan will be 


lepped up from “Woof” to “Woof, 
Woof.” 


’ a ol 
| Fisher Flouring Mills is using 
‘wer bulbs as a premium offer 
1 current promotion. Let’s see, 
w, didn’t David Harum copy- 
‘ght that idea for Bab-O? 
o-oo | 
ince his arrival two and a 
“years ago,” reports AA’s| 
“s‘ington editor, “Casper Ooms | 
been limited largely to jug-| 
personnel.” 
n’t he like the favorite in-| 
ime of Washington bureau- | 


vewyY 
ressmen who are 


ray 


out to} 
wings of government | 
inda insist they have no 
i with merely disseminating 
ition. Did you ever hear 
professional propagandist, | 
relations expert or adver- 
ian who admitted he did | 

ng else? 
Copy Cus. | 


BOSTON 


NEW PURPLE OIL 
SETS AMAZING RECORD! 


OYAL TRITON MOTOR Of 
UNION OR COMPANY OF CALIFORALA 
EXTRA COLOR—With the head and 
product name set in purple, Union Oil 
Co. of California is using full-page 
newspaper ads in its marketing area to 
promote the new Triton motor oil, 


introduced to the consumer market on 
the basis of two oil changes a year. 


Increase Service 
Program, Specht 
Advises Packers 


CHICAGO — The meat industry 


must do much more consumer | 


service advertising if it is to in- 
crease its sales to the nation’s 
housewives, F. W. Specht, presi- 
dent of Armour & Co., told mem- 
bers of the American Meat Insti- 
tute last week. 

Speaking at the AMI’s 42nd an- 
nual meeting here, Mr. Specht ex- 
pressed hope that the meat packers 
can increase their sales from the 
present 155 pounds of meat per 
person this year to 175 pounds by 
1955. 

That meat consumption has his- 
torically been tied closely with 
consumer purchasing power is not 
inevitable, he declared. Meat is 
now being processed, distributed 
and retailed at lower cost in terms 
of percentage than it was a few 
years ago, he pointed out. 


Urges Testing, Advertising 


To increase their sales, Mr. 
Specht emphasized, packers must: 

1. Induce the housewife to buy 
more of the cheaper grades, which 
are as nutritive as higher priced 
cuts and can be equally tasteful if 
properly prepared. 

2. Teach the housewife how to 
prepare low-price cuts properly, 
through effective ‘“‘service” adver- 
tising, such as the AMI is cur- 
rently doing in its series of in- 

(Continued on Page 177) 


Selling Power... 


is high in informative 
copy. See ‘Salesense’, 
Page 50. Other features: 


Ad-libbing 12 
Advertising in the Test Stage 78 
Advertising Market Place 62 
Business Paper Figures 24 
Department Store Sales 48 
Editorials 12 
Feature Page 47 


Getting Personal 


Information for Advertisers 12 
In Washington . . ; 14 
Photographic Review 7\ 
Rough Proofs | 
Voice of the Advertiser 68 


Chevrolet Starts 


‘Bring Them Back’ 


Service Campaign 


To Spend Millions; 
‘Commercial Corn’ 
Spurs Dealers 


Detroit — America’s 8,000,000 
Chevrolet owners will be the 
target for one of the most am- 
bitious merchandising programs 
in the history of the automotive 
industry. 

Known as the “Bring Them 
Back to Chevrolet” campaign, the 
multi-million dollar drive will en- 
list the support of the General 
Motors Corporation division’s 75,- 
000 dealer employes throughout 
the nation. 

Fundamentally, the company’s 
| objectives, as outlined by T. H. 


Keating, general sales manager, 
are: 
1. Attract new service custom- 


ers, particularly Chevrolet own- 
ers who are now having their 
service work done outside Chev- 
rolet dealerships. 

2. Develop new wholesale parts 
customers. 


Dealers Set Quotas 


Each dealer who has been en- 
rolled under the program has 
established quotas and will enlist 
service and sales employes in an 
all-out effort to exceed the quota 
figures. 

Employes will be awarded 
points by dealers, depending on 
their sales and service results, 
with the points being exchanged 
for prizes at the termination of 


merchandise as 
furniture, household appliances, 
clothing, jewelry, luggage and 
sporting equipment. 
Paradoxically, the campaign is 
being conducted during Septem- 


| 


| (Continued on Page 75) 


radios, pianos, 


the campaign. Prizes include such | 


| 


SHOPPERS WELCOME 
NEW COKE DISPLAY 


SOIT TREN AEIROWT BF TOE Core rare 


cnereny oe 


COCA-COLA BOTTLING CO., OF CHICAGO 


SELF-SERVER—Coca-Cola Bottling Co. 

of Chicago used this copy in local 

newspapers to feature its ‘take home" 

display-dispenser and the return of the 

six-for-a-quarter = (Story on Page 
79). 


Net Facilities 
Are About Equal, 
MBS Study Finds 


New YorKk—There is little dif- 
ference in the physical coverage 
service available on the four 
major networks, according to a 
study just completed by Mutual 
Broadcasting System. 

Results of MBS’ hush-hush 
coverage study were made public 
last week by E. P. H. James, vice- 
president in charge of promotion, 
advertising and research for the 
network. 

Mutual arrived at the number 
of radio families in the United 
States who could, if they wish, 
listen to its own stations and those 
of its three major competitors, by 
subtracting the negative factors of 

(Continued on Page 73) 


New YorK—Frederic R. 


Last Minute News Flashes 


Justice Not Probing Ad Commissions: Gamble 
| Gamble, president of the American As- 


| sociation of Advertising Agencies, emphasized to AA that, to his 
| knowledge, the Department of Justice has not considered advertising 


form rates.” 


| agency commissions in connection with its current inquiry into stand- 
| ardized professional fees (AA, Sept. 1). 
paper column last week, David Lawrence mentioned advertising 
agents, among others, as “in danger of prosecution if they have uni- 
Mr. Gamble pointed out that agency commissions paid 
by advertising media, although regarded as standardized at 15%, 
| actually range “from zero to 25%.” 


Newspaper, Radio Ads Offer Vegtabath Samples 


In his syndicated news- 


New YorK—Peerless Packers is conducting a sampling campaign for 


| Vegtabath, a mineral product for cleaning vegetables. 


The company 


is using newspapers in upper New York state, Baltimore and Wash- 
| ington, with copy ranging from 60 to 300 lines, featuring a coupon 


| offering a free sample. 
used in Schenectady, 


Radio spots on women’s programs are being 
Washington and Baltimore. 
office of Leon S. Golnick & Associates, Baltimore, handles the account. 


Magazine Ads to Push British Briar Pipes 
New YorK—British Briar Pipes Association, London, will start an 
advertising campaign heralding the postwar appearance of its 


The New York 


pipes 


in the U. S. market, with first ads in national magazines appearing 


in time for the Christmas holidays. 


Kleppner Company is the agency. 


22|Greenlee Returns to Schenley as Ad Director 


| New YorkK — Walter R. Greenlee, for several years vice-president 
of Owen & Chappell, New York agency, has returned to Schenley 
Distillers Corporation as advertising director. 


(Additional News Flashes on Page 79) 


FIC Drops Label 
Demand for Drugs 


and Cosmetics 


Ad Warnings No 
Longer Necessary; 


FDA to Take Over 


WaASHINGTON—More than a score 
of hotly contested drug and cos- 
metic advertising cases headed 
toward peaceful settlement last 
week after it was officially an- 
nounced that FTC will no longer 
demand special precautionary 
warnings in the ads of many types 
of preparations and remedies. 

Though no cases have yet been 
dismissed, the commission issued 
a brief statement Tuesday. record- 
ing a policy shift that leaves 
supervision of warnings for laxa- 
tives, headache remedies, cough 
syrups and some additional prod- 
ucts almost exclusively with the 
Food and Drug Administration. 

The decision had been reached 
by a 3-2 vote late last month (AA, 
Sept. 1) but no announcement was 
made at the time. The official 
statement now all but ends a 
crusade originated about four 
years ago with a rash of com- 
plaints charging that ads for many 
products fail to reveal potentially 
dangerous results of their use. 


Elaborate Warnings Demanded 


Commission personnel tried to 
force manufacturers to use elabo- 
rate warnings in their printed and 
radio ads outlining a wide variety 
of possible disasters which might 
occur when the product is used in 
excess, or under unusual condi- 
tions. 

As an alternate, the full details 
could be added to the regular 
label, provided the expression 
“Use Only as Directed” was prom- 
inently exploited in all types of 
promotion material. 

Drug and cosmetic § industry 
groups protested that FTC was 
duplicating the authority of the 
Food and Drug Administration. 
They protested that regular food 
and drug labeling restrictions pro- 
vided full protection for the pub- 
lic. 

Last December, FTC agreed to 
accept Food and Drug Administra- 
tion labeling for all products ex- 


Schlitz Appoints 
Young & Rubicam 


MILWAUKEE—Joseph Schlitz 


| Brewing Company has transferred 


its advertising account from Gor- 
don Best Company, Chicago, to 
Young & Rubicam. 


The account, estimated to bill 
more than $2,000,000, is some- 
what larger than that of Leib- 
mann Breweries, Inc., Brooklyn, 


which Y&R lost early this year to 
Foote, Cone & Belding. 


Schlitz ranks with Pabst, An- 
heuser-Busch and Ballantine 
among United States brewers now 
producing more than 3,000,000 
barrels each annually. Currently, 


Schlitz and Pabst are out-produc- 
ing the others slightly, but all are 
going at capacity. 
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cept those “where the resulting 
danger may be serious or the pub- 
lic health impaired.” 

While this promised to remove 
the compulsion for special label- 
ing and for extra warnings in ads 
from many products, a vigorous 
debate had continued within FTC 
ranks over the list of products 
which should be retained in the 
“dangerous” class. 

Tuesday’s announcement says 
merely that laxatives, preparations 
containing not in excess of 5% of 
ammoniated mercury, preparations 
containing iodides and those with 
acetophenetidin, are exempt from 
the special ad warnings “unless 
scientific information becomes 
more specific as to substantial in- 
jury.” 


Blankets Northwest 


Growers 
®@ No competition — Only NWP 
growers’ magazine. 
© 5 editions — ads run in off 5, 
no extra cost. 
© Serving growers neorly holf 
century, 


Btn Fut 


5-IN-1 MAGAZINE: 


Write for full story. 


1135 $, E. SALMON ST. * PORTLAND 14, OREGOR 


NYU Offers New Course 
in Book Production 


Experts in book, magazine and 
advertising production have been 
engaged to lecture on this subject 
for the survey course to be offered 
this fall by the division of general 
education at New York Uni- 
versity. 

Frederic G. Melcher, president 
and editor of Publishers’ Weekly, 
will be the first speaker for the 
15-lecture series on Sept. 30. 
Moderator for the course will be 
R. A. Freiman, production man- 
ager and art director of Random 
House, assisted by Tom Torre 
Bevans, who holds a similar posi- 
tion at Simon & Schuster. 


Drops Filtex Account 


Booker-Cooper, Inc., Los An- 
geles, has resigned the account of 
Filtex Corporation, Los Angeles. 


Names Rolontz 


Louis C. Rolontz, formerly sales 
and advertising manager of Crest 
Specialty, has been named ac- 
count executive of Kuttner & 
Kuttner, Chicago. 
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Western Union 
Plans Beam Video 
Service in ‘48 

Cuicaco — Western Union ex- 
pects to start microwave trans- 
mission of television programs 
between New York and Chicago in 
about six months, “at reasonable 
rates.” 

The announcement was made— 
with some difficulty—at a conclave 
here of managers of newspaper- 
owned video stations. E. C. 
Zeisel, sales manager of 
cemmercial division here, was 
barred from the meeting when 
he asked to deliver the message, 
authorized by F. E. D’Humy and 
W.S. Fowler, Western Union vice- 


presidents in New York. 
Kenneth Stowman, general man- 


ager of the Philadelphia Inquirer’s 


WFIL-TV, later released Mr. 


WU’s rier service to stations that desire 


Zeisel’s announcement at a press 
conference. 

WU’s plans for video ‘ultra-high 
frequency transmission call for 
microwave systems between here 
and New York via (1) Albany, 
Cleveland and Detroit, (2) Pitts- 
burgh, Cleveland and Detroit, and 
(3) Pittsburgh, Cincinnati and St. 
Louis. 


Work Well Under Way 


“When the towers and build- 
ings are completed along the routes 
previously mentioned,” Mr. Zeisel 
said, “the telegraph company 
hopes to be able to offer television 
relay service either on a lease 
basis to individual broadcasters, or 
to networks, or as a common car- 


it for short intervals. 

“It is believed that the Western 
Union can offer this service at at- 
tractive rates and that it will be 
able to furnish such service as 
soon as anyone planning to enter 
the field.” 

The telegraph company has al- 
ready completed its transmission 
tower in Washington, has nearly 


_ 156 National Advertisers and 
Agency Executives Recommend 


NDIANAPOL 


as a TEST MARKET 


Sudes Management commissioned National Analysts, Inc., Phila- 


delphia, to poll leading advertisers on national test markets. From 156 


advertising executives they gathered some interesting facts, just released. 


Among them are: 


I. Indianapolis is the country’s third best test city in the 
100,000-500,000 group. 


2. 30% of those responding favored evening newspapers to 


17% for morning newspapers. 


2B. In Indianapolis, the preference ratio of evening news- 


papers over morning newspapers was eight to three. 


The Indianapolis News is the most influential newspaper in this eminently 


fruitful evening gewspaper test market, with the largest daily circulation 


b\ Indiana’s history. Use The News for central Indiana sales! 


THE INDIANAPOLIS NEWS | 


= .” aa 


A —IN DAILY CIRCULATION 
—IN DAILY ADVERTISING 


—IN THE HEARTS OF HOOSIERDOM 


OWNING AND OPERATING RADIO STATION WIBC 


DAN A. CARROLL 110 E. 42nd St. New York 17 « The JOHN E. LUTZ CO. 435 N. Michigan Ave. Chicago ll « JOS. F. BREEZE, Bus. Mgr., Indianapolis 6 


completed negotiating for use of 
a prominent building here and has 
purchased tower locations else- 
where in the U.S. Terminal 
equipment, already on order, will 
be installed in “light of sight’ 
towers from 14 to 54 miles apart. 

WU has outlined to the FCC 
its plans for sending nearly all 
regular messages by microwave 
|teletype, using frequencies of 
about 4,000 mc. The installations 
will provide about 1,900 channels, 
of which WU’s present services 
|will probably require less than 
1,700. The surplus bands, Mr. 
Zeisel told AA, will be offered for 
television use. He pointed out that 
the FCC must approve the plans 
and rates for the service. Nation- 
wide installation of WU ultra-high 
frequency facilities will take more 
than two years. 

American Telephone & Tele- 
graph Company’s proposed co- 
axial cable service for chain video 
broadcasting has frequently been 
criticized by station and network 
operators as too expensive and as 
taking too long to develop. 


ABC Executives 
Take Air Route 
to NAB Meeting 


New YorKk—Executives of ABC 
intend to get up in the air over 
this year’s convention of the Na- 
tional Association of Broadcasters. 

The network’s big brass will fly 
to Atlantic City in ABC’s recently 
acquired airplane—a twin engine 
| Beechcraft D-18-S which will be 
|piloted by Frederick G. McNally 
;of the station relations depart- 
| ment. 
| McNally, former AAF lieuten- 
ant colonel, will operate a shuttle 


service between here and Atlantic 


|City, starting Friday afternoon. 
| Last passengers to arrive will be 
|Edward J. Noble, ABC’s board 
_chairman, Mark Woods, network 
_president, and Robert E. Kintner, 
executive vice-president. 


| 


Changes Firm Name 


| Concert Program Magazines, 
|New York, publisher and pub- 
lishers’ representative, has 
changed its name to National 
Concert Magazines. 


Macartney Names Twiss 


The House of J. Hayden Twiss, 
New York, has been named to di- | 
rect the advertising of Macartney | 
Mfg. Company, Lansing, Mich., | 
manufacturer of dairy equipment | 
|and power lawn mowers. 


Grant Appoints Foley | 


Advertising Age, September 8, jg4 


PREMIUM OFFER—Albers Milling Cg 
Seattle, adopted this package design 
plug its new premium offer of pas} 
chinaware. Each package contains op 
cup and saucer, cereal bowl, fruit dj 
or bread and butter plate. The cerey 
is marketed west of the Rockies. Erwin 

Wasey & Co. is the agency. 


Austrian Becomes 
FC&B Tele. V. P. 


New YorK—Foote, Cone & Bel 
ding has decided that televisig 
is here to stay—and hopes to co 
vert its high budget clients to th 
belief. 

The agency has recognized t 
maturity of the medium with 1 
less significant an appointme 
than that of a _vice-presiden 
Brought into FC&B to fill this a 
signment is Ralph B. Austriag 
former president of RKO Teley 
sion Corporation. He takes ove 
his new office Wednesday. 
Foote, Cone & Belding’s choice 
video buy to date was for Ame 
can Tobacco Company, which logue 
few days ago signed to sponsor th, 
home games of Notre Dame a dve 
Northwestern University footba read 
teams over WBKB, Chicago. owne! 


ew ¢é 


office 
sizeat 
tions. 


suppl 


Name Rodgers & Brown 


The Ellan Bra Corporation a 
White Rose Jewelry Mfg. Co 
pany, both in New York, have aj 
pointed Rodgers & Brown Advel 
tising Company, New York, 

handle forthcoming consume 
business paper and point-of-sa 
advertising. 


tising 


agen 
. with 
Keystone to Reingold 
Keystone Mfg. Company, Bo 
ton, has moved its advertising 4 
count from Chambers & Wiswé 
to Reingold Company, Bostd 
Keystone manufactures movV! 
cameras. 


Kirksey Moves 

George Kirksey & Associalé 
Houston public relations and 4 
vertising organization, has mov4 
to 1428 Commerce building. 


verti: 


Paul Foley, formerly a copy-| THE MARTIN CANTINE € 


|writer with MacManus, John &| 
Adams, has been appointed copy 


chief of the Detroit office of ~~ Specialists in Coated Papers 


Advertising. 
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HOTOGRAPHED at his desk is E. S. 
Barlow, President, Barlow Advertising Agency, 
nc. Syracuse, N. Y., who comments below on 
is personal study of your Institutional Market. 
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; INSTITUTIONAL FIELD is a rich market for both 
- wh ee” and repeat business. Its separate components are sharply outlined and cata- 
Foaiteder 4 logued, easy to reach and service, and always on the look-out for good products. 
. Dame angAdvertising appeals slanted at the needs and problems of institutions are carefully 
sity footbagread and evaluated by key personnel, ranging from the superintendent, manager or 
hicago. fowner down through head nurse, dietitian, housekeeper or laundry manager. 
- "| base these remarks on long and detailed study. Among our accounts, this 
» Brown ffice handles the advertising of seven well-known national manufacturers who do a 
yoration anggsizeable business with hotels, restaurants, clubs, hospitals, schools and other institu- 
Mfg. Congiftions. One of these manufacturers is everywhere recognized as the outstanding 
rk, ee supplier of the institutional field; three others hold commanding positions. 
> Vek. "Their every-day experience proves that factual, helpful, well-informed adver- 
g consume—tising rings a bell in the mind of the institutional manager. 
point-of-sa "That's the kind of advertising | was brought-up on. In launching my own 
agency in Syracuse, | tried to indoctrinate every member from the office boy up 
with the philosophy of that kind of advertising. 

"| don't by any means discount the influence of sentiment and emotion in ad- 
vertising. We are just as quick to say it with pretty pictures as the next man when 
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e ® Hotels e Industrial Cafeterias ¢ Office Buildings 
¢ Restaurants © Schools e Clubs 
* Hospitals * Colleges ¢ Jobbers, Dealers 
* Railroad Systems * YMCAs, YWCAs ¢ Other Public and 
¢ Air Lines ¢ Government Agencies Private Institutions 
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Each month INSTITUTIONS Magazine reaches the buying and specifying factors in the foregoing institu- 
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the product requires or allows. But we do recognize in our institutions advertising that 
the institutional manager lives in an environment geared to practicality. So we talk 
to him in practical terms.” 

The Institutional market to which Mr. Barlow refers in the foregoing is now being 
resurveyed by INSTITUTIONS Magazine. Returns from key individuals among the 
more than 50,000 hotels, hospitals, schools, colleges, restaurants, and other institutions 
reached by INSTITUTIONS Magazine indicate that this market, today, totals well 
over eleven billion dollars. This amount will be expended for new construction, re~ 
modeling, refurnishing, re-equipping and redecorating. This figure is even more im- 
pressive when it is realized that the regular expenditures for food, maintenance and 
supplies are not included. 

As the only publication designed expressly for, and reaching all the various 
segments of the institutional field, INSTITUTIONS Magazine offers, each month, the 
most practical, effective and economical medium through which to place product 
information before the key buying and specifying factors in the field of mass feeding 
and mass housing. If you do not have complete information on this market or the 
only publication which serves it in its entirety consult your Advertising Agency of 
write to INSTITUTIONS Magazine, 1900 Prairie Avenue, Chicago 16, Illinois. 
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McCarty Adds Two 


McCarty Company, Dallas, has 
appointed Thomas Wiley Nors- 
worthy and James Wilson Murphy 
as account executives. 


Koblitz Agency Moves 


Ann Koblitz Advertising 
Agency, Cleveland, has moved to 
larger quarters in the Chester 12th 
building. The agency is celebrat- 
ing its first anniversary. 
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‘Dispatch’ Prints 
First Columbus 
Buying Analysis 


Co_umsus—The Columbus Dis- 
patch has released its first “Con- 
sumer Analysis” survey of buying 
habits in this city. The study is 
another patterned closely after 
that of the Milwaukee Journal, as 
are those published by the Phila- 
delphia Bulletin, Omaha World- 
Herald, Indianapolis Star, St. Paul 
Dispatch and Pioneer Press, the 
Illinois Daily Newspapers and the 
Sacramento, Modesto and Fresno, 
Cal., Bees. 

More than 3,000 families of 
about 100,000 here returned 
questionnaires on which the 1947 
Columbus survey is based. 

Besides a wide variety of food 
and cleaning items covered, the 
analysis shows the preference here 
for various cosmetics and drugs 
and where they are purchased; 
the percentage of those who drink 
beer, ale, wine, colas and other 


soft drinks; the percentage of rent- 
ers and home owners, automobile 
owners, washer owners, buyers of 
|phonograph records; the percent- 
|age having full or twin-size beds; 
|vacation plans; the percentage who 
shop in the evening, and statistics 
of preference for cigarets, pipes, 
tobaccos, foundation garments, 
fountain pens, etc. 

Also shown are the number 
having bank accounts, the num- 
ber interested in stocks and bonds, 
the number who buy books of 
various types, the percentage of 
those employed, and statistics on 
family size and income. 

Copies may be obtained by agen- 
cies, manufacturers and distribu- 
tors from the general advertising 
department of the Dispatch. 


Eager Adds Duties 


George T. Eager, supervisor of 
advertising promotion, circulation 
sales promotion and public service 
activities, has also been appointed 
to the newly created position of 
assistant to the publisher of the 
Philadelphia Bulletin. 


Advertising Age, September 8, |g 


|Appoints Dunfield 

George E. Dunfield has been ap- 
pointed general sales manager of 
Electric Canada Ltd., new export 
subsidiary of the English Electric 
Company of Canada. He will 
make his headquarters in St. 
Catharines, Ont. 


Gering Joins KMPC 

Walter C. Gering, formerly with 
the ABC-KECA Hollywood staff 
as director-writer, has joined the 
production-continuity staff of Sta- 
tion KMPC, Los Angeles. 


WNBC Names Daniel 


Clay B. Daniel has been ap- 
pointed production supervisor of 
WNBC, New York key station of 
NBC. He has been a producer- 
director for the station since 
March, 1946. 


Appoints Miriam Ronga 

Miriam C. Ronga, formerly cen- 
tral New Jersey representative of 
Mademoiselie, has joined the ad- 
vertising staff of the automotive 
division of Thermoid Company, 
Trenton, N. J. 


THE PEOPLE 


NEXT DOOK 


We are only a few days away from the Orient 
by air travel. And now we get the news from 
Chungking about as fast as we get the latest 
baseball scores from Brooklyn and Chicago. 


We are neighbors now to people in every 


foreign country. 


And what happens in any 


country is important to us—for it may have an 
influence on our lives and our businesses. 


Today, some 


of the most important news 


from foreign countries is about new industries 
and new construction—new markets for Ameri- 
can manufacturers and new ideas for business 


here at home. 


This is the kind of news which is reported 
quickly by the world-wide network of corre- 
spondents and traveling editors of the McGraw- 


McGRAW-HILL INTERNATIONAL 


(formerly Business Publishers International Corporation) 
McGraw-Hill Building, 330 West 42nd Street, New York 18, N. Y. 
Headquarters for World-Wide Business and Technical Information. 


org 


aon . ips 


Hill World News Service. The stories which 
these men write appear in the McGraw-Hill 
magazines for business, science, industry and 
engineering. And many of the stories are the 
kind which tell of new markets abroad for 
American manufacturers. 


When you want to sell your products in these 
expanding foreign markets, remember that 
McGraw-Hill International publishes seven 
business magazines which circulate throughout 


the world. 


And when you tell your Export Sales Story 
in these publications, you reach the people 
who actually buy your products and influence 


the purchases made by others. 


CORPORATION 


Publishers of: McGraw-Hill Digest @ The American Automobile (Overseas Edition) @ El Automovil Americano 


@ Pharmacy International @ El Farmaceutico @ Ingenieria Internacional Industria @ Ingenieria Internacional 


Construccion 


@ Annual Buyers Guides for Industrial and Construction Equipment and Automotive Products. 


BMB Postpones 


Deadline Discount 
Date Until Oct. 1 


New YorK—With more than 9 
stations already signed up for 
Broadcast Measurement Bure, 
service, the group has extend 
the deadline for discounts | 
Oct. I. 

This gives subscribers 15 mg 
days to benefit from the 10% qj 
count on renewal subscriptio; 
and 5% discounts on new sy) 
scriptions for the first 12 month 
fees. This additional time is 4 
the benefit of vacationing broa; 
casters and those who will atte, 
the NAB convention next week, 

Hugh Feltis, BMB preside, 
will not make a formal present; 
tion of the tripartite organi 
tion’s case at this year’s conve 
tion. However, a part of { 
Wednesday morning general se 
sion will be devoted to a discy 
sion of BMB. 


Outlines New Study 


Preliminary details of the ney 
interim station audience measur 
ment, which is_ scheduled fy 
March, 1948, are set forth in th 
first issue of the BMB quarter\ 
published last week. 

It is pointed out that each sub 
scriber may order his audien 
measured in any county or regu 
larly measured city. Cost pe 
place—county or city—will rang 
from $75 for those with less tha 
2,500 radio families to $350 ij 
areas with more than _ 500,0 
radio families. Stations —the 
must be BMB members—orderiy 
the study in the same areas ma 
share the cost. Lists of areas sub 
scribed for will be published wel 
in advance in order to enable sta 
tions to participate on this share 
the-cost basis. 

Also included in the quarter) 
are articles by Daniel Denenhol 
director of research and promo 
tion for the Katz Agency, who ex 
plains the uses to which a statiol 
representative puts BMB material 
and E. P. H. James, Mutual vice 
president, on the “Engineering 
Approach to Broadcast Measure 
ment.” 


Duane Jones Gets 
Kolynos NBC Show 


Whitehall Pharmacal Compaty 
New York, a division of America! 
Home Products Corporation, h@ 
appointed Duane Jones Compaly 
New York, to handle its nigh 
NBC thriller, “Front Page Fat 
rell.”, Commercial time on Ul 
15-minute program, which prev! 
ously has been via Dancer-Fit 
gerald-Sample, is devoted ! 
Kolynos tooth paste and too! 
powder. 


McCann Promotes Kemp 


Arthur J. Kemp has been 3 
vanced to vice-president of Me 
Cann-Erickson, New York, ailé 
two and one-half years with “4 
agency. He will be in charge 
the Columbia Records account. } 
veteran of the advertising Du! 
ness, he was Pacific Coast 


manager for CBS before joi 
McCann-Erickson. 
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WHAT IN THE WORLD 
INTERESTS WOMEN 7 


Y naitically wittgThing and so almost 


as many women as men are reading TIME! 
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CORPORATIONS 


EVERY WEEK 1,500,000 women read TIME! 


Why does TIME interest so many women so much? 
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YOUTH 


Class of '47 

As Zeno (“Buddy”) King marched 
across the stage for his diploma last week, 
a child's voice shrilled: “That's my dad- 
dy.” The audience at Southern Methodist 
University's commencement exercises was 
crawling with children of the Senior Class. 
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Pattern for Success 

In a Los Angeles department store, a 
salesgirl took from. her purse a paper bear- 
ing the letters V, M, B and S. Beside 
each, she scribbled numbers. then mailed 
the sheet to Manhattan's Simplicity Pat- 
tern Co. She was reporting on dress- 
pattern sales in her department—strictly 
as a favor to the flattering Simplicity 
salesman who had presented her with a 
smile and a shiny silver compact. In 100 
key U.S. stores, other girls did Simplicity 
a like favor. 

Last week in Manhattan, Simplicity’s 
President Joseph Michael Shapiro, 58, 
who is cut to a short, chunky pattern, 
added up the reports with a pleased smile. 
They told him that the pattern business 
was booming as never before. At the pres- 
ent rate, he believes thrifty women will 
buy 15% more patterns this year than the 
record-breaking 120 million sold in 1946. 
More important to Shapiro—who knew 
that V, M and B meant Simplicity’s po- 
tent competitors, Vogue, McCall and But- 
terick—it proved that S was more than 
holding its own as the biggest U.S. pat- 
tern producer. Now selling 40% more pat- 
terns than last year, Simplicity claimed 


Because week after week TIME articles —like those 
from one recent issue shown at left-——satisfy an intelligent 
woman’s natural curiosity about the world around her... 
and appeal to her personal interest in how the world 
affects her home, her family, and herself. 


How intensely do they read it? Like TIME-reading men, 
most are cover-to-cover readers. 


TIME has 1,800,000 men-readers and 1,500,000 women- 
readers. A study among equal numbers of TIME-reading 
men and women reveals the intensity of TIME’s reader- 
ship, department by department, by sexes. The table 
below is based upon 2400 personal interviews: 


that it could count on supplying more 
vie Even more would have been there, if John Mislan, 2 than half of all patterns sold in the U.S. BOOKS .........++++++++++- 115 Women 
a. vice 5 measles had not recently struck “Trailer- eran of four = year. SS 2 oe ok ee 68 Women 
“ : nind t aie”? x , M yee ; 
ngineering ville,” $.M.U.’s student trailer camp. The majorit or this pattern 
‘ast Measure | ) Buddy King was only one of thousands __ their educatio’ i CSIs \e4.0'a beaeacdeeees 76 Women 
= Vala i) who were getting their diplomas while but they don, CINEMA ae 121 Women 
€i j their children watched. For the Class of _ ning for.” : PATA SS SOROS ORES SS 
= ABT, 47 was the first big, batch of veteran = They wer EDUCATION............... 96 Women 
| i graduates. These were the boys who had _job-getting py aa 
ets | been jerked from college years ago, had half of the c FOREIGN NEWS........... 81 Women 
Low INTERNATIONAL.......... 82 Women 


LATIN AMERICA.......... 75 Women 
0 EE 
MEDICINE................102 Women 


cal Company 
1 of America! 
rporation, ha 


SCIENCE 


nee gene The Deadly Kiss MILESTONES....... ....--107 Women 
e its nightlf Up the little rivers that feed the Great on “a Mw Mm 
it Page Fat Sabah Gh aul Gree an onatokie leak MISCELLANY...... «see 101 Women 

time on thi week by the slithering thousands: the sea MUSIC 107 Women 

hich previ lamprey. It looks like a mottled, bluish Be gee eet 

which prev! eel, but instead of a proper mouth it has a NATIONAL AFFAIRS....... 86 Women 

Dance! -Fitz round sucker, like the rubber gadget that “ADI 102 ] 
Jevoted t plumbers use to unplug drains. Inside the tg? er Pree Women 


rim are rows of small teeth. When a hun- 
gry lamprey spies a fish, it darts to the 
fish’s side. The sucker’s teeth dig in and 
get a firm grip. Then the lamprey worries 


> and tootl a 


ae cecccccecccos Ge WGERER 


a hole in the fish with a file-like tongue RELIGION...............--104 Women 
>tes Kemp and sucks its blood. Even if the fish sur- SCIENCE 74 Women 
has been ad vives, it is never quite the same again. ees + ee Se i tithe dial 
, f Me Originally a salt-water hunter, the lam- ee mebeianiete .. 52 Women 
sident of 7 prey long since learned to like fresh ‘ ‘1 
w York, afte water, and established itself in Lake On- , |. Ferrer iaawes 118 Women 
rears with ws ‘tario. In 1921 it appeared in Lake Erie, 
2 in charge presumably detouring Niagara Falls via 
aia the Welland Canal. Step by step it pio- 
ds Secoul* F neered the Lakes, reaching Lake St. Clair 
rertising ; in 1930 and Lake Michigan in 1936. This 


Most of TIME’s one and a half million feminine readers 
are wives or daughters of the men who read TIME. They 
are among America’s most alert and active women. In a 
week they do more planning and discussing and managing, 
in the home and out—more buying and consuming and 
recommending—than most women do in a month. 


year, the first lamprey was caught on the 
U.S. side of Lake Superior. 
Up the Rapids. As lampreys multiply, 


other fish grow proportionately scarce. 
First victims the lake trout, w | 


TIME 2 
NEWSMAGAZINE 


...read every week by the men and women who are everybody’s Best Customers. 


ic Coast 
before 


When you can get their interest, you've got something. 
And the best place to get it is in TIME! 
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Alligator Cigaret 
Expands Drive 


RicHMonp — Larus & Brother 
Company has extended introduc- 
tory advertising of the new Alli- 
gator cigaret from New England 
and New York (AA, May 19) to 
Philadelphia, Baltimore, Washing- 
ton, and recently to Rochester, 
Buffalo, Pittsburgh and Cleveland. 
Copy in all markets features “bet- 


ter smoking—or you smoke them 
without cost.” Newspapers and 
spot radio are being used. 
Duane Jones Company, 
York, is the agency. 


New 


Plans Board Meeting 


The fall meeting of the govern- 
ing board of the Bureau of Ad- 
vertising, ANPA, which was 
scheduled for Oct. 17-19 at the 
Greenbrier, White Sulphur 


Advertising Age, September 8, 194, 


Asheville, N. C. The Greenbrier | ‘Electronic Industries’ 


has postponed its reopening date 
until next spring. 


Brett Edits Fur Weekly 


William J. Brett has joined Fur 
Promotions, Inc., as president and 
managing editor of The Fur Re- 
porter, a new weekly publication 
for the fur trade, to be launched 
next month in New York. He re- 
cently resigned as editor of Fur 


Springs, W. Va., has been changed | Trade Review after 27 years’ serv- 
to Oct. 24-26 at Grove Park Inn, | ice. 


Plans Format Change 


Electronic Industries & Instru- 
mentation, New York, will revise 
its format with the October issue 
from a large page tabloid size to 
the more standard 8%x11™% in- 
ches. With this issue the publica- 
tion’s circulation also will be in- 
creased from 25,000 to 30,000. No 
changes are being made in the 
pattern of editorial content, with 
all established features to be re- 
tained. 


House Beautirut is first with the complete story 


of plastics in the home. 50 dramatic pages in 


October House BEAUTIFUL are devoted to this controversial 


subject. For a reprint address House BeautiruL 


Magazine, 572 Madison Avenue, New York 22, N. Y. 


Movie Admen 
Unite to Fight 
‘Hostile Critics’ 


New York—The advertising anq 
publicity directors committee 
Motion Picture Association 4 
America will conduct a sustaing 
publicity and public relations pro. 
gram to “combat the effects of 
hostile and careless criticism” 9 
the industry, its chairman, Charle 
Schlaifer of 20th Century-Fox, ha; 
announced. 

The committee is composed oj 
Mr. Schlaifer; Ben Serkowich 
Columbia; Howard Dietz and § 
Seadler, M-G-M; Curtis Mitchel 
and Stanley Shuford, Paramount: 
S. Barret McCormick, RKO Radi, 
Paul Lazarus Jr., United Artists 
Maurice Bergman and Hank Line 
Universal-International, and Mor 
Blumenstock and Gil Golden, 
Warner Bros. 

The program, Mr. Schlaifer said, 
will defend the motion picture in. 
dustry from being “a lone whibp- 
ping boy for self-appointed critics 
of all varieties, including the 
sheerly flippant and the oddly 
malevolent. Sometimes this at- 
titude suggests an almost psycho- 
pathic hysteria, as if Hollywood 
and the picture-making business 
held a monopoly on all human 
frailty. .. The movie is too much 
a part of all our lives to be lightly 
treated.” 


Stresses Quality Levels 


In the program “the American 
public will be reminded constantly 
not only of the quality levels 
achieved by Hollywood produc- 
tions, but the attainments and ac- 
ceptance of the motion picture as 


an adult institution of society 
within one generation.” 
It will stress the industry's 


self-regulating and policing poli- 
cies; “the record of Hollywood in 
depicting the free way of life to 
the world; in conveying whole- 
some messages; in helping to de- 
velop the arts and sciences and 
to promote education, and in par- 
ticipating in humanitarian causes.” 

Economically, the program will 
cite taxes paid by the industry; 
its employment of 250,000 people 
in making, distributing and ex- 
hibiting films, and the industry’s 
expenditure of $52,000,000 annually 
in advertising. 


Resumes Export Ads 


Campbell Soup Company, Cam- 
den, has resumed its export ad- 
vertising program through Robert 
Otto & Associates, New York 
Campaigns are being released 0 
newspapers, magazines and radio 
in Latin America, Hawaii, the 
Philippines and South Africa. 


Promotes Eames, Selin 


Walter R. Eames and Louis A. 
Selin of the pump division © 
Eaton Mfg. Company, Cleveland, 
have been promoted to sales en- 
gineer and head of customer col 
tact activities, respectively. 
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IN JUST 
ONE YEAR 


WHDH BECOMES 


BOSTON’S BEST RADIO BUY! 


“Share of Audience” up 459% 


For the first time, an independent station has attained 
overall leadership in Boston radio. With 100% local 
programming, WHDH has swept into top spot for sports, 


airing Red Sox and Braves baseball games; 


Yanks football, plus headline college games; 


Boston 


Boston 


TH EN (June-July 1946) 


Bruins hockey; numerous “sports roundups,” and 


Herald-Traveler news every hour on the half. hour. 


Musically, too, WHDH offers easiest listening with many 


popular participating features, including the “Carnival 


of Music,” and the new “Tommy Dorsey Show.” 


E HOOPER STATION LISTENING INDEX 
SHARE OF AUDIENCE 
Network | Network | Network | Network 
paige WHDH | station A | Station B | Station C | Station D 
TOTAL RATED oy 
TIME PERIODS 5.6 95.7 93.2 99.3 11.5 
NO W (June-July 1947) 
ee HOOPER STATION LISTENING INDEX 1 
SHARE OF AUDIENCE 
Network | Network | Network | Network — 
haar WHDH | siction A | Station.B.| Station C |°Station © 
TOTAL RATED . , , 
TIME PERIODS 9 5.7 919 19.6 12.6 10.0 


| 


WHDH 

Network Station A 
Network Station B 
Network Station C 
Network Station D 


CLASS “A” HOUR RATES* 


*from SR & DS, August 1947 


$225.00 
560.00 
525.00 
440.00 
400.00 


HERE’S WHY 


WHDH 
IS BOSTON’S 
BEST BUY 


And if you’re buying Boston, you want 
the best. In one year, WHDH has sky- 
rocketed from a poor 6th to leadership 
Your John 


Blair man has the whole story—but here 


among all Boston stations! 


are two facts you should know now: 


1. WH V 4 will deliver you lowest cost per thousand radio time 


available in Boston. 


2. WHDH superior coverage will assure you of reaching the 


maximum number of listeners for every dollar spent. 


BOSTON’S BEST BUY. 


HERALD-TRAVELER STATION 


* 5,000 WATTS ° 


CP 50,000 WATTS 
Represented Nationally by John Blair & Company 
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Customers’ Choice’ 
Is Hemline Rule 
At Hecht Company 


WaAsHINGTON—One of the lead- 
ing local department stores stepped 
into the controversy over the 
length of milady’s skirts last week 
with a full-page newspaper ad ad- 
vising Washington women to 
“wear what looks best on you.” 

“If you like thc excitingly dif- 
ferent look of lon, skirts, wear 
ours, mid-calf leng 1,” said the 
Hecht Company. “If you still like 
your knees on view, for goodness 
sake don’t be shy about it. Our 
alteration department is ready 


with scissors to clip or shorten as 
you will.” 

Recalling “skimpy wartime’ sil- 
houettes, “the too-tight skirt, the 
too-short sleeve, the awkward 
lengths that cut your figure in bad 
proportions,” Hecht explained that 
new style trends had been under 
way for a year or more. 

It assured its readers: “No de- 
signer would dream of dictating 
to the American woman. No one 
is trying to foist Irene Castle- 
length skirts on you. No one is 
intimidating you into padded hips. 
No one is trying to make you wear 
full skirts if you prefer narrow. 
You can have your choice as al- 
ways.” 

As to obsolete wardrobes, Hecht 


MIDWEST. 


PASTING CORRECTIONS OVER PRINTED LITERATURE 


Hand Bindery Specialists. 


549 W. Washington @ Chicago 
RANdolph 3696 


promises, “The clothes you bought 
last season can be easily part of 
today’s picture. Wear them as 
they are, or have them lengthened. 
If the new dress you bought is 
too long for your taste, have it 
shortened. 

“Wear the clothes you have if 
you are happiest that way. And 
when you choose something new 
wear what looks best on you.” The 
ad reminds that “our third floor of 
fashion is geared to please all 
tastes and all types.” 


Hooper Buys Building 

C. E. Hooper, Inc., has pur- 
chased the former Temporary 
Home for Children in Norwalk, 
Conn., for use as a research lab- 
oratory and statistical office em- 
ploying about 140 persons. 


Gets Silver Account 


Grey Advertising Agency, New 
York, has been named to handle 
the advertising of National Silver 
Company, manufacturer of Guild- 
craft, King Edward silverplate 
and National sterling. 


Advertising Age, September 8, 194 


Starts Christmas Drive 


With a return to production 
after a three-month strike, Kir- 
sten Pipe Company, Seattle, has 
sent a broadside to dealers as the 
first phase of a hard-selling cam- 
paign for the Christmas season. 
The special dealer offer and dealer 
and consumer advertising is being 
used to push pipes and cigaret 
holders for the gift trade. Pacific 
National Advertising Agency, Se- 
attle, handles the account. 


Buys Leather Companies 


C. S. Hyman Company and sub- 
sidiaries in London, Ont., includ- 
ing Hyman Leathers Ltd. and 
Murray-Selby Shoes Ltd., have 
been purchased by John A. Lang 
& Sons, Kitchener, Ont., maker of 
gloves, sports garment leathers 
and special leathers. 


Gerity Lowers Prices 


Gerity-Michigan Die Casting 
Company, Adrian, Mich., has an- 
nounced price reductions ranging 
from 10 to 27% on its line of 
chrome bathroom accessories. 
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The eighth edition of the Wor- 


cester Market Grocers 


List has just come off the 


divided into 18 easily covered 
districts with accompanying 


maps. Write for your copy now. 


In 1946 each family in the Worcester market spent an average of 


$844 in food purchases. This was 437 above the national average. 


Route 


press, 


Furthermore, Worcester County ranking 36th, was well near the 
top in retail sales among the nations 3077 counties. Couple these 
facts with surveys which show 80.5% of Worcester’s housewives 
prefer to buy advertised brands. The Telegram-Gazette, with a 
daily circulation in excess of 140,000 and over 100,000 on Sunday, 
completely blankets this heavy food-consuming market. 


the TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 
GEORGE F BOOTH Publisher- 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTA 
OWNERS of RADIO STATION WTAG 


Sasser Column 
Switches fo Mats 
on 6th Birthday 


New YorkK—Nancy and Ph 
Sasser’s “Buy-Lines,” a syndicat 
column of editorialized advert 
ing, celebrated its sixth birthd, 
last weekend, and shifted to 
new format. Mats will be us 
from now on, instead of the glaz, 
proofs from which individy; 
newspapers have set their oy 
columns. 

Since its beginning in 1941, ty 
column has grown from 13 q 
counts to the 130 accounts it ca, 
ried in 1946-47. During the s 
years the column billed more th: 
$5,000,000, and last year carr} 
billings of $1,400,000. 

The weekday food column |; 
carried by 69 newspapers in } 
markets; the Sunday column, } 
60 newspapers in 58 markets. Cop 
sidering that the growth was a 
complished while most ney; 
papers were in the pangs of 
newsprint shortage, its rise to; 
total of 14,890,017 Sunday circul 
tion and 13,406,711 weekday ci 
culation adds up to an advertising 
success story. 


a ae 


Readership Questioned 


When the column got unde 
way Sept. 7, 1941, the princips 
hurdles in its path were two que 
tions: ‘Would it hold reader in 
terest?” and “Would small spacd 
in editorial style, sell?” 

The Sassers answer these ques 
tions by reporting that Starc 
readership surveys have continu 
ously showed the column’s individ 
ual items to do better than th 
food advertisements in the sam 
newspaper, and many of th 
original advertisers are still usin 
the column. 

And during the six years 3 
swarm of similar columns devote 
to home economics, yachting 
babies, building and other divers 
subjects has arisen. The Sasser 
embodied their competition in 4 
presentation headlined: ‘“Imitatio 
is the sincerest form of flattery 

For the column’s sixth birth 
day, the Sassers sent a specia 
merchandising mailing to 8,0 
supermarket and chain store mai 
agers, distributed others to be sel 
by local newspapers to retail ou! 
lets in their cities. 


Inter-American Research 
Service Disbands 


Inter-American Research Serv 
ice, founded early in 1945 to pi 
neer in Latin American marke 
research, closed last week. 
owner, John I. B. McCulloch, 
“delays in the development 
plant capacity and _  consequé! 
postponement of aggressive forelg! 
sales programs” were respons 
for his decision. 

Morris S. Shipley, vice-preS 
dent and active head of the com 
pany, is planning to set 
foreign research consultant ser 
ice. Charles F. McCandless, 
rector of research, will announ 
his plans shortly. 


Sat 


Designs New Package 


Interstate Folding Box C0 
pany, Middletown, O., has 


| oped a new transparent 
box, known as Plastate, w! 
ltabricated mechanical!) 
| package consists of a die-cut 
form insert and a eo one-pie 
| acetate- -and-cardboard fo! 
| box. Principal feature of th: 
| package is its ability 
“shipped flat—quickly ass¢ 
| and filled at the production s‘ 


NAPL Sets ‘48 Meeting 


The National Associati: 
| Photo-Lithographers will h 
| 16th annual convention Set 
| 18, 1948, at the Netherland-! 
| Hotel, Cincinnati. 
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the JONESES* 


other people 
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keep 


up with... 
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Like their master and mistress, the Joneses’ pooches are way out in front 
in community life. They get to ride in the newest cars, eat the best scraps from 
the table, chew up the best old shoes. And all because the Joneses have a 


flair for living, a talent for spending, and the taste to appreciate the finer 


things — such as Cosmopolitan’s incomparable fiction. In every income 


bracket they (the Joneses. not the pooches) are your best customers. 
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1944 


CIRCULATION: 443,100 
ADVERTISING: $155,244 


1945 


CIRCULATION: 626,530 
ADVERTISING: $492,300 
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1947 


(6 months only) 


CIRCULATION 
1946 1,061,877 
CIRCULATION: 894,114 ADVERTISING 
ADVERTISING: $1,146,400 
cri $808,718 


ru 


67 W. 44TH ST. N.Y. 18, N.Y. 


THE MAN'S 
MAGAZINE 
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Advertising 


THE NATIONAL NEWSPAPER 
Trade Mark Registered 
Issued every Monday by Advertising Publications, Inc., 100 E. Ohio St., Chicago 11 
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Robert Murray Jr., Jeanne Scharnberg, 
Bruce M. Bradway. 
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Correspondents in All Principal Cities. 
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Greenwood. 
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Russ Bidg., Wm. Blair Smith, Mgr. 


los Angeles (14): Simpson-Reilly lLtd., 
Garfield Bidg., Walter S. Reilly, Mgr. 


10 cents a copy, $2 a year in the United States. Foreign 
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Distribution Comes Back 


An analysis of national income! spared. Normal service functions 


figures for the past 14 or 15 years|of an economy 


which must of 


gives an interesting picture of the | necessity depend more and more 


stresses and strains through which | on services were scrapped or cut. | 


the economy has been put by de- 
pression and war, and an equally 
interesting example of the fact 
that “historical” relations between 
segments of 
true only on a basis of averages. 

For example, the Department of 
Commerce estimates total national 
income for the depression year 
1933 at $39.6 billion, of which $7,- 
563,000,000 was allotted to manu- 
facturing of all kinds. 
centage of the total national in- 
come contributed by manufactur- 
ing in that year, 
only about 19—less than one-fifth 
of the whole. As recovery moved 
forward, manufacturing income 
rose to 22.2% of the total national 
income in 1936, and to 27.5% of 
the total in 1940. 

Then the demands of global, 
mechanized war began to be felt 
in earnest, and in an economy ex- 
panding at a_ frightening 


the economy hold | 


| economy 
rapidly, and the share contributed | 


And then, as we caught up on 
our manufacturing commitments, 


this segment of industry began to | 


slide back somewhat. 
example, 
hit a new 
lion, but 


In 1944, for 
manufacturing income 
peak of almost $58 bil- 
other segments of the 
expanded even more 


by manufacturing therefore de- 


creased from 34.2% in the previ- 


The per- 


therefore, was 


ous year to 32.8% 
1945 it was down to 28.3%, and 
by 1946 the share of national in- 
come contributed by manufactur- 
ing had dropped to 26.7%. 

There is every reason to believe 
that this figure will drop further 
before the economy becomes stabi- 
lized. Manufacturing was un- 
doubtedly ex panded somewhat 


above its potential peacetime ca- | 


pacity during the war, whereas 


| the distribution and service indus- 


rate, | 


manufacturing activities expanded | 


ever faster. 


By 1941 manufactur- | 


ing contributed 31.7% of the total | 


national income; by 1942 it had 
climbed to 33.1%, and in 1943 it 
hit a peak of 34.2%. 


As all of us remember, the econ- | 
omy was completely out of kilter. | 
Everyone who could be pressed | 


into service was 
thing. Everyone who could pos- 
sibly be spared from the service 
industries, from selling and from 


other “non-essential” tasks was 


making some- 


tries were squeezed to the point 
of near-extermination. 

Distribution and service have 
expanded somewhat in the past 
year or two, but it takes only a 
look around, or a 15-minute shop- 
ping tour, to convince one that 
they still have a long way to go 
to equal their prewar status. 

The big expansion from here 


on must come in the service in- 


|dustries and the distributive 


That means that distribu- 
will cost more, rather than 
less, as a percentage of total costs. 


trades. 
tion 


The Rise of the Radio Co-op 


The impetus currently being 
given to cooperative radio shows 
is an interesting 
which may 
and 


development 
prove of real value 
importance to broadcast ad- 
vertising as a whole. 

Network 
torically, an exclusive “rich man’s 
club” with only a_ handful of 
The of differ- 
ent advertisers using the facilities 


radio has been, his- 


members number 


of all national networks combined 
has been, generally, smaller than 


the number of advertisers using 
space in a single modest magazine 
or newspaper The amounts in- 
volved have been enormous, of 
course, but the cost of programs 
has been prohibitive for all but a 


handful of blue chip advertisers 
The co-op program gives prom- 

ise of changing this state of affairs 

in an 


important way. Co-ops per- 


mit thousands of advertisers who 


by no stretch of the imagination 


could be prospects for network 
shows, to buy such programs in 
selected areas at costs within their 
means, and in addition they fre- 
quently permit larger advertisers 
to tailor their coverage more care- 
fully. 

Development of the co-op pro- 
gram natural to the 
problems which radio faces as it 
age, and 
which its 


iS a answer 


becomes of reaches a 
skyrocketing 
growth has been slowed down or 
completely halted. 
tive 
kets 
which 


point at 


It is an effec- 
tapping 
market 


means of new mar- 


and new potentials 


have heretofore been neg- 


lected 
It looks as though the network 


co-op show is not only here to 
stay, but will be expanded fur- 
ther It is one excellent device 


for meeting the new competition 


facing from both 
within and without its own ranks. 


which radio is 


for 1944. In) 


sips aia 


“It's our newest client. 


He says *$&"%H*%oi'&!" 


Gimme the Cane, Jane 


A friend of ours, a battered vet- 
eran of the soap and cosmetic 
wars, was telling us concisely the 
other day that for his money, no 


business in America has the po-| 


tential of cosmetics. 

We said sourly that we had 
understood that the cosmetic busi- 
ness was tapering off, that with 


durable goods and appliances re- | 


turning to the market we thought 


cosmetics might find themselves | 


in a luxury category and be pared 
down by women who had to find 
room in budgets for higher prices 


on necessities and replacement of | 


durables. 

“You forget the age factor,” our 
friend said smugly. 

From there on he pedaled hap- 
pily away at his theory: Ameri- 
cans are, in many ways, the 
world’s youth worshippers. In ad- 
vertisements, movies and novels, 


,it is fairly obvious that the years 


on the sun-drenched side of 30 
are the years of our national con- 


W. Crook, head of Crook Adver- 
tising Agency, coined the word. 

The newspapers and the whole 
'town took note. They’ll admit at 
'Linz they take a lot of kidding 
over the term. Announcers on 
‘Linz news broadcasts say the 
word hisses. 
| “But,” says Joseph S. Linz, 
|grandson of the founder and store 
public relations director, “it keeps 
attention on Linz.” 

Linz has turned down mere 
jewelers in other cities wanting to 
be jewelists. The term is copy- 
| righted. 

P. S. A jewelist is “fa stylist in 
jewelry.” 


Progress Report 

| The Patent Button Company, 
Waterbury, Conn., 
an interest in the Fastener Cor- 


|poration, Newark, which it will | 


operate as the slide fastener divi- 
'sion. With this acquisition, the 


/Patent Button Company enters the | 


slide fastener field. 


| 


cern. But this youth-worship will | 


have to be combined with a popu- 
lation whose average age is con- 


stantly advancing. As we become | 


a nation of the middle-aged, unless 


the focus of youth is replaced by | 


accent on maturity, cosmetics will 
become the exit for the average 
man into the popular era. He will, 
in short, be as concerned with dis- 


guising his gray hairs and the) 


wrinkles on his face as his spouse. 
“Merciful Heavens!” we said, in 
our best beauty shop manner. 


“It’s a fact,” said our friend. As | 


evidence he pointed to the ads 
which now feature what amounts 
to a girdle for men. He says that 
the inroads of men’s cosmetics al- 
ready demonstrate that their 
manufacturers have found a chink 


in the virile armox; disguised by | 


titles like Matador, Huntsman and 
Swashbuckler, they are still the 
creeping tentacles of the beauty 
octopus. Soon, facials, henna 
rinses (Red Stallion?), chin straps 


(Helmet brand?), and all the 
other props to bulwark the de- 
caying bloom of youth. 


An appalling conversation, and 
the statistics are on his side. 


Enter the Jewelist 


What's a jewelist? 


Come to Dallas to find out. It’s 
the only city with one. 
Now celebrating its 70th anni- 


versary (as jewelers) Linz became 
jewelists two years ago. Wilson 


Jottings 

Remember the cigaret cards, 
| with pictures of ball players, | 
|singers, etc.? They’ve just re- 


'turned to England, after a war- 
time absence. Carreras’ Turf has 
brought them back, printed on the 
reverse of the “slide” by which 
the cigarets are drawn out of the 
package, to save paper. A pho- 
tographic series of film stars is 
featured. . . 

And Britisher F. John Roe, re- 
| porting on his recent trip to the 


U. S., declaims, politely but pung- | 


ently anent convention speeches: 
“We cannot equal Americans with 
read speeches. These afforded 
little light relief because they 
strictly adhered to the script pre- 
pared well in advance to gain a 
good press on the release date.” . . 

The Florists Telegraph Delivery 
Association, which held its con- 
vention in Chicago last week, did 
its best for convention widows by 
giving everyone present a bouton- 
niere with a card reading: ‘“Fel- 
low conventioneers—a recent 
Gallup poll of American wives 
warns us the No. 2 complaint of 
most wives is ‘failure to remem- 
ber flowers, even when there’s no 


special occasion.’ Better wire 
flowers home today. . . It may help 
you out of Doghouse No. 1, what- 
ever yours happens to be.” The 
boutonnieres went to attendants 


of all conventions in the city. 


has acquired | 


The following documents may } 
secured without charge from com, 
panies sponsoring them, or throug) 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his busines 
letterhead. Address ADVERristyq 
AcE, 100 E. Ohio St., Chicago 1; 
Ill. 


No. 2868. Preparing Effectiy, 
Printed Matter for Lat 
America. 

Helps for exporters on the 


preparation of printed matter fo 
Latin American markets are of. 
fered in this John Maher Printing 
|Company booklet. It  discusse 
languages, original writing ; 
translation, preparation of direc 
| mail and other subjects. 


No. 2869. Permanent Retail Stor 
Merchandisers. 
This illustrated brochure de. 
scribes the joint facilities and 
/services of Harve Ferrill & Co. and 
|the Vernon Company, and vis- 
ualizes various types of display 
units produced for a number of 
| national advertisers. 


| 
/No. 2870. New Facts About Your 
Best Rural Customers. 


Country Gentleman’s _ booklet 
‘highlights U. S. Census Bureaw 
\findings about the magazine’ 
|farm subscribers, showing data on 
|farm ownership, size and income, 
|income sources, value of plant and 
/equipment and other details. 


| No. 2871. Pictorial Photography. 
Harold M. Lambert Studios, 
|Philadelphia, has_ issued _ this 
/booklet, which contains a selec- 
tion of seasonal photographs as 4 
sample of pictures available for 
covers, advertising or editorial il- 
| lustrations. 


| No. 2872. Drug Route List. 

The Portland Oregonian has \s- 
sued this Portland route list, com- 
prising wholesale druggists, drug 
jobbers, chain store groups and 
| buying associations. 


No. 2873. Continuing National 
Audience Study. 

This is the first report of the 
continuing audience study of the 
Popular Fiction Group, composed 
of 25 magazines published )y 
Popular Publications. The stud) 
measures readership of the maga- 
zine group by age, sex, economi 
status, education, etc. 


No. 2874. 1947 Consumer Analysis 

This study of buying habits, 
| ownership of appliances, consume! 
brand preference and dealer dis 
tribution in the Philadelphia ma!- 
|ket has been issued by the /)ila- 
delphia Evening Bulletin. 


|No. 2848. Once in a Blue ‘/00 

This brochure tells all about 
American Family Magazine, whic! 
‘will be distributed by m<mbe! 
stores of the Independent Groce! 
Alliance, starting with the Ni vem 
ber issue. Background, s:rvi“ 
features of the magazine, | vp! 
ductions of typical pages, c) “Wie 
tion and point-of-sale pron 0! 
are shown. 


No. 2844. The Indianapolis 0 
The Indianapolis Star, 1 
booklet, describes its marke 
illustrations, graphs and 
and reports on its circulati: 
advertising gains. A tip! 
newsprint page illustrates a 
vertiser’s use of color. 


No. 2854. PM Reader Surv' 
The newspaper PM has re é 
a survey showing readersh! ; 
sponse, age and education, 
tal status and employment ! 
mation on its readers. 
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SUNDAY PUNCH Fay! of 


The successful advertising or merchan- 
dising program must also have its “Sunday 
Punch.” A knockout blow concentrated 
in an area where it will be most effective. 
That’s what FIRST 3 offers. The highest 
coverage offered by a single medium in 
each of the FIRST 3 markets of the U. S. 
FIRST 3 offers the Rotogravure and Color- 
gravure sections of newspapers first in 


display advertising and circulation—The 


THE GROUP 
WITH THE 


SUNDAY 
PUNCH 


New York Sunday News. The Chicago 
Sunday Tribune, and The Philadelphia 
Sunday Inquirer. 


With a circulation of over 7,400,000, 
FIRST 3 has a 75°¢ average family coverage 
in the FIRST 3 metropolitan areas, a 46% 
coverage in more than 1600 cities and 
towns, and a 48% coverage in 379 coun- 
ties. In this 379-county area live 36% of 
the total U. S. families who account for 


42% of the total U. S. retail sales, 44° 
of the food, 38% of the drugs. 

FIRST 3 offers a market that deserves and 
rewards concentrated effort, either as your 
primary advertising medium or as a sup- 
plement to your national program. The 
“Sunday Punch” of the FIRST 3 MARKETS 
GROUP is your best bet for top attention, 
not only in the FIRST 3 Markets of the U.S. 
but in FIRST 3’s greater market as well. 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Relagnauwre + Calarg aU 
Picture Sections . Maga gine Sections 
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WAA to Drop National Sales 
Planning in Disposal ‘Rush’ 

WASHINGTON — Regional and 
zone chiefs of the War Assets Ad- 
ministration have been called for 
a briefing on the final phases of 
the surplus property selling job. 
With $9 to $11 billion of goods 
still on hand, WAA will rush dis- 
posals so that all but “mopping 
up” is finished this year. 

In the final months, sales plan- 


By STANLEY E. COHEN, Washington Editor 


| ning from Washington will come | 


to a halt, and there will be a cor- 
responding tapering off of national 
advertising. Initiative will pass 
to field personnel under instruc- 
tions to use auctions, negotiated 
prices and other devices to “clean 
out” their inventories. Huge of- 
ferings will be made at nominal 
prices to schools and other pre- 
ferred buyers. 

As the speed of disposal rises, 


rthe return to taxpayers will fall 
'to a fraction of cost. 


| ming. 
‘commodities in vast quantities, so 


| tising might be profitable. 


Many with- 
in the organization feel that there 
is still time and room for con- 
tinued national sales program- 
Their statistics show 23 


that national planning and adver- 


But the WAA top command 
fears further delay in completing 
the job may interfere with mar- 
kets for new goods. Furthermore 
it feels that the spotty local mar- 
keting conditions no longer justify 
national sales planning. 

1 ba Bo 


The Gallup Poll finds that more 
Americans prefer government em- 
ployment than private employ- 
ment because of “better working 
conditions, fewer lay-offs and a 
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better pension plan.” Former war 
agency junior executives are 
learning also that government 
pays generously in the lower and 
middle wage brackets. And they 
miss those five weeks a year of 
vacation and four weeks sick 
leave. On the other hand, the 
Congressional economy ax can be 
just as brutal as any shop fore- 
man, and there are other inhibi- 
tions on the public servant. More- 
over, government is notoriously 
ungrateful to its upper bracket 
executives. 
tk ae * 

Ingenious Census Bureau ex- 
perts may soon offer vastly im- 
proved monthly data on retail 
sales, despite painful cuts in their 
1948 budget. The change depends | 
on the success of a new sampling 


Feat by faw 


The Evening mat 


with SUNDAY MOPNING ED) 


WASHINGTON 4. 


tae the Nations lapel, 


THE A.A.A.A.* READER SURVEY 
REVEALS THAT: 


Daily and Sunday in Washington, D. C. 


You Reach More Men with The Star Than 


You Reach with any other Newspaper 


The Survey showed an estimated adult population of 1,065,400 of which 454% or 483,700 persons were men 


50,000 100,000 150,000 200,000 250,000 300,000 350,000 400,000 450,000 -s 550,000 600,000 
o. A 
5 ouiealeolioalee ; 
R N| 84 
READ “THE EVENING STAR” REGULARLY READ NO WEEKDAY WASHINGTON PAPER REGULARLY 


46.3% of the men—224,200 of them—reported they read The Evening Star on an average weekday—more than read any 
other Washington daily paper. 


iy 


w|i ey 


| READ “TWE SUNDAY STAR” REGULARLY | 


n 


— 
READ NO SUNDAY WASHINGTON PAPER REGULARLY 


53.6% of the men—259,600 of them—reported they read The Sunday Star on an average Sunday—more than read any 
other Washington paper. 


FACTS NO. 1, 
ABOUT THE WASHINGTON MARKET: 


Daily & Sunday in Washington, D.C, 
you reach 
—more people 
—more people with money to spend 
— more women 
—-more men 
with The Star than you reach with any 
other paper. 


2, 3 AND 4 10 REMEMBER 


© 1946, 


American Assoctation of Advertising Agencies 


Represented nationally by: 


DAN A. CARROLL, 110 E. 42nd St. New York City 


The JOHN E. LUTZ CO., Tribune 


Tower, Chicago 


technique now being tested ; 
Buffalo. Staff members | eljey 
the new system will provide 
fast, inexpensive check on tre a 
curacy of the regular month ly x, 
porting “panel.” With more q 
curate reporting, Census could ; 
sue reports in dollars rather tha 
percentages, as at present. Ceny, 
chief J. C. Capt feels the neo 
method will permit reporis jy 
ferior only to a full Census , 
Business. 


Senate and House newspriit jy 
vestigators are all on the job th 
summer. The Senate newspriy 
probe, under Sen. Homer Cay 
hart (R., Ind.) is off to Alask 
where the Interior Deparime; 
will soon lease timber land {i 
|newsprint mills. Their H ous; 
competitors, under Rep. Clareny 
Brown (R., O.) will go to Cana 
early next month to confer wit! 
Canadian government officials ay 
mill operators. Later the Brow 
group will swing south to inves 
gate new paper processes bei; 
| developed in a 

x t 

The dollar shortage abroad 
already cutting sharply into th 
fantastic $18 billion export mar 
ket. First, the motion picture iy 
dustry found itself out of thd 
profitable British market becaus 
Britain needs dollars for essen 
tials. Now radio manufacturer 
and 200 other industries hay 
been embargoed by nine Lati 
and South American  countrie 
that are also short of dollars. 0; 
an over-all basis, the curb on ex 
ports might not slow the presen 
boom. But it is hurting selecte 
industries, and will eventually ly 
the difference between profitabi 
and unprofitable operation fo 
others. 


The House small business coi 
mittee probe of co-ops threaten 
to blow up. It is another case 0 
Brewsteritis. Two-day hearing 


| 


on an alleged co-op monopoly 
nearby Greenbelt, Md., reflected 
| little credit on Chairman Walte 
| Ploeser (R., Mo.) or the committe 
staff. Committee antagonis" 
jalarmed powerful midwestern 
|farm co-ops to the point wher 
GOP leaders fear political retalu 
|tion. Moreover, with co-ops 0 
|guard, GOP will now find it mor 
difficult to slip through tax la 
\changes which would have settle: 
|the debate over co-op “tax ¢t 
| emptions.” 


The 500 delegates to the wor! 
statistical conferences here Sep! 
6-18 can follow proceedings ! 
French, English or Spanish. Ea 
|delegate has a walkie talkie ' 
tune in instantaneous translation 
broadcast by language expel! 
|trained at the Nuremburg tria‘ 
|The conferences are going 10 
such subjects as statistical mel 
ods of predicting economic ‘rene 
public opinion measureme:t, ! 
| 1950 census of the Americis @! 
a world agricultural census, @! 
the successful use of “Econom 
trics” in business 

For your information: Co! 
merce Department’s non-te: 10! 
monthly for business, “Domes! 
Commerce,” folds this mon'h % 
cause of budget difficultics. 
similar fate claims the A: ric 
ture Department’s famous ‘C! 
sumer Guide.” .. Of 229,6/3 a 
abled ex-service men takin ‘ 
lege or on-the-job training ‘0 
G. I. Bill privileges, Vetera: A 
ministration reports 771 le"! 
to be advertising agents. . 
Times, a weekly newspap' 
G.Ls, estimates that vetera! 
convert $1,350,000,000 wo! 
terminal leave bonds into 
able cash in the next few ek 
A poll of Army Times’ 1 
shows 72% planning to cash 
to pay current debts, buy ! 
pay medical bills and for 
purposes. 
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~ This Is Your Opportunity > 


Your Advertising Thinking 


bom Top Plight Executives! , 


to Broaden 


Learn in SpartTime 


22 Nights of Opportunity 


Your Opportunity in Advertising 

The Function of the Advertising Agency 
Elements of Good Copywriting 

What Layout Means to an Advertisement 
Illustration Techniques and Their Uses 
Problems of Advertising Production 
Know Your Market 

The Measurement of Advertising Results 
The Feminine Factor in Advertising 
Problems of the National Advertiser 
Problems of the Retail Advertiser 
Problems of the Industrial Advertiser 
Selling, as It Applies to Advertising 

The Place of Magazines in Advertising 
The Place of Newspapers in Advertising 
Making Radio Dollars Produce 

The Use of Business & Trade Papers 
Outdoor Advertising and Its Uses 
Transit Advertising 

Point of Purchase Advertising 
Merchandising Advertising 

How to Get and Keep a Job in Advertising 


The llth Annual Advertising Course and Clinic 


September 15, 1947 to March 8, 1948 
KIMBALL HALL «¢ Jackson at Wabash « CHICAGO 


Learn the Latest About Advertising, Selling and 
Merchandising From These Successful Men 


Hays MacFarland John Sandberg J. Elfenbein 

W. B. Clark Lawrence Foster A. J. Cusick 
Clyde Bedell W. E. Bennett C. H. Sundberg 
Dan Smith H. H. Simmons W. L. Stensgaard 
Geo. Heiland Wm. T. White Alex Rogers 

H. E. Christiansen W. H. Mullen Franklin Miller 
M. T. Reilly Lyman Hill “Red” Motley 
Margaret Egan Karl Koerper 


e clinics for your enlightenment 


Immediately following the lecture series will come the clinics 
on dates to be announced later. These are round-table discus- 
sion groups tied to specific jobs in advertising. These are 
specialized along copy, radio, production, research and sales- 
manship. 


e advertising tours 


The tours will include inspection of large advertising produc- 
tion units, such as a printing plant, an engraving plant, a 
radio studio, and a newspaper in Chicago. 


e eligibility 
Everyone is eligible. Only a sincere interest in learning more 


about advertising is essential. Beginners as well as oldtimers 


desiring to brush up are invited. 


For Free Explanatory Booklet Phone Miss Wilcox — FRAnklin 5365 


CHICAGO FEDERATED ADVERTISING CLUB 


139 NORTH CLARK STREET + CHICAGO 2, ILLINOIS 


This announcement of opportunities that count is being run through the courtesy of 


COLLINS, MILLER & HUTCHINGS * photoengravers 
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; pany. The application calls for 
Plan Negro Station the operation of a 1,000-watt sta- ANP orecasts 
The HOSIERY industry An application for the construc- tion in Robbins, Il]. Studio offices 
tion of radio station WVON (Voice | will be located at 3456 S. State St., | 
Vie of the Negro) has been filed with Ch; "| 
vere is only on blication ‘nt | Chicago. | 
There is re (or pu ; bene FCC in Washington. The new ee | 
covering this industry exclusively station, if approved, will be owned ° : 
and operated by Negroes. Dr. Starts Canadien warve h ¥ 
KNIT GOODS WEEKLY Clifford F. Kyle, radio commenta- | nn aden dean eae! in News a er Ads 
ONE MADISON AVE. * NEW YORK 10,N.Y. tor and minister, heads the com- to coast in Canada for the Beauty- | p p 


rest mattress and box spring com- | os : _|frequency and space-size of cv 
bination. The program, planned New York — Despite the con | q * p ¢ 


tinued shortage of newsprint, na-| templated campaigns, as far 
pe: AE BP nae 1H this eel, po tional advertising in U. S. daily | advance as possible. 
use full-color rotogravure pages; | newspapers is now at the rate of | “If possible, newspapers shoj 
daily, weekly and farm newspaper | $359,000,000 a year — $80,000,000 get optional dates for insertioy 
|space, and half pages in farm|or 29.6% more than the all-time To assure insertion in pape 
|magazines. Cockfield, Brown &| record set in 1946, the Bureau of|especially hard-hit, maxi my 
|Co., Montreal, is the agency. Advertising, ANPA, has estimated. | space limitations should be ascg 
ee : National advertising in week-j|tained before campaigns are 
Maps Economic Institute day and Sunday newspapers in|into physical production.” 
= | The Chamber of Commerce of 1946, the bureau said, reached Maximum-space restrictions 
© \the United States of America has $270,000,000, an increase of $10,- | not necessarily rob a large-spa 
© \scheduled its second 1947 Eco-| 99000 from the previous record|campaign of visibility, it 


,Situation has been alleviated 
the practice of many agencies , 
‘consulting newspapers and the 
|representatives early in the pl, 


30% 1947 Increase °° Sm 


| Optional Dates Urged 4 ‘i 
The bureau urges that ‘ney “= 
paper representatives be given qj 


| tails concerning the size, duvaticfil ma 


ee ea he - Be 


od 
et 


AVA] LA R L E e@ Two-Man top flight com- 
bination, offering small, me- 

dium ad agencies or manu- 

C 0 Dy facturers Big-Time talent in 

spare hours. Not cheap, but 

S ART you'll be satisfied—so will 


your clients. Box 6776 Ad- 


ee 


LAN CE vertising Age, 100 E. Ohio 


St., Chicago 11, Ill. 


*. |nomic Institute on “Businessmen’s 
"= |Pricing Problems and the Stabili- 
= | zation of Prosperity” for Sept. 18 
|at the Chamber of Commerce, 1615 
‘H St., N.W., Washington. 


established in 1929. 


Although space shortages re- 
main a major problem with many 
‘newspapers, the bureau said, this 


Cargo from the Clippers... 


The tall raked masts reached into the 
upper air with bellying banks of canvas 
that would tear the sticks out of older 
ships ... drove the long slim hulls with 
knife sharp bows three hundred miles a 
day, tripled the speed of earlier packets 
. . . Built for the China trade, the clippers 
found better markets in the California 
goldfields, wracked around the Horn 
from Sandy Hook to Golden Gate in 
ninety to one hundred and twenty days. 

To hold their crews against the gold 


fever, the clipper captains made quick 
turnabouts, spewed cargo on the wharves, 
consigned it to brokers, upped anchor and 
away. Pack trains and wagons bore the 
priceless goods out to the gold camps. 
San Francisco merchants grub-staked stores 
in new settlements... laid down the 
pattern that today makes San Francisco 


distribution center to the whole West. 


Srrarecicary located, having the 
best harbor and top water-borne tonnage 
on the Coast...served by transcontinental 


ils and highways... the natural ait 


san Francisco Chronicle ™ 


Sawyer, Fercuson, WALKER Co., National Representatives, 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 


terminal of the Pacific . . . with 195 acres 
of piers and wharves, 17 miles of berthing 
space, 61 miles of belt line trackage, and 
all facilities for financing, warehousing, 
processing, selling, shipping, trucking... 
San Francisco serves more of the West 
more efficiently than any other city. 
With rising population, augmented 
industries, faster transport and expanding, 
markets . . . wholesale volume in 1946 
was three times the pre-war figure, 
totalled $3,851,942,000—exceeded only 
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Of recent years, The Chronicle has 
insisted that California is not the whole 
cosmos, that Californians must be citizens 
of the world... concentrated on its pages 
the most comprehensive presentation of 
general news of any paper West of New 
York, is indispensable to the well informed. 


Reacuinc one of three city families, 
and one of four in the four contiguous 
commuter counties that contribute to the 


by New York, Chicago, Philadelphia. 

This tripled trade volume since 1939 
is not explained by normal replacement of 
peacetime stocks... but is evidence of 
a rate of growth that demands current 
consideration of San Francisco as a market 

..and The Chronicle as a medium. 

Early settler, home owned and edited, 
The Chronicle claims no past privileges 
or squatter’s rights, has currently earned 
and enlarged its status in this market... 
is respected even by pet ple who don’t like 
it—and liked by enough people to merit 


advertisers’ respect. 


major San Francisco market ... The 
Chronicle has audience enough to serve 
successfully as major medium for the 
leading department stores, and for the 
majority of leading retail advertisers ... 
delivers customers for the neighborhood 
grocers and corner drug stores as well as 
smart specialty shops ... leads in linage 
on books, banks, and bonds... A SFW 


representative can bring you up to date 


on both market and medium. 


shown. For example, in a ney 
paper accepting no national q 
of over 1,000 lines, a_ 1,000-j 
ad possesses for all praetical py 
poses a visibility almost equal 
a full page in papers where 
size restrictions are imposed, 


Sheppard Names Widn: 


C. B. Widney has been nam 
assistant sales manager of She 
|pard Envelope Company, Wy 
| cester, Mass. He will be in char 
|of sales in lower New York, Ne 
| Jersey, Maryland, Pennsylva 
and Ohio. Mr. Widney was { 
'merly head of the Widney 
velope Company, New Yu 
which has been taken over 
Sheppard along with the servic 
of Eugene A. Cahill and Frank 
DeBlois. 


Appoints Dobson 

Edward F. Dobson, president 
the Rundle Mfg. Company, Mi 
waukee and Camden, N. J., h 
been elected president and dire 
tor of the Florence Stove Cor 
pany, Gardner, Mass. Robert 
Fowler, former president a 
chairman of the board, will c 
tinue as chairman. 


WHF®M Appoints Two 


Jack Kennedy, sales director 
Station WHAM, Rochester, N. | 
has been appointed sales direct 
of Station WHFM, Rochester. AI 
thur Kelly, promotion director 
WHAM, will serve WHFM in 
similar capacity. 


TWA Appoints Armstron 


Dale Armstrong has been 3 
|pointed vice-president in char 
'of public relations of Trans Wot! 
Airline, San Francisco. 


ASK THE 
BRANHAM MAN 


« Why 
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When Royal & de Guzman started to use full pages 
in Advertising Age, the agency wanted “to do a little 
job for (1) advertising, (2) the qualified young 
agency, and (3) R & de G.” 


When the first piece of copy appeared, we were 
pretty excited about it around our shop. For it was 
fresh in its approach, smart in appearance, and had 
some pertinent things to say about advertising. Im- 
portant things to say. 


Apparently many other people felt the same way, 
for Ad No. 1 brought “about 60 written inquiries . .. 
20 from legitimate client prospects —from Flushing 
to San Francisco, and one . . . became a paying 
client.” 


A lucky shot from an inspired writer? 


No, because Ad No. 2 had us all talking about it 
the day it appeared. And it made a lot of other people 
sit up and take notice and talk about it too. You 
probably remember it—the one with the little boy 
blowing bubble gum, with the headline that called for 
a good one cent bubble? 


That brought results too— plenty of fan mail, in- 
quiries, praise from other agencies and advertising 


people — and a prospect very serious about becoming 
a client. 


Royal & de Guzman aren’t forgetting their first 
two objectives: “to do a little job for (1) advertising, 
and (2) the qualified young agency.” The first 67 of 
the 69 lines of copy in Ad No. 2 pursue them. Lines 
68 and 69, the “strictly commercial” say, “We know 
several such agencies. In fact, immodestly, we include 
ourselves.” 


And so it doesn’t take high pressure copy to get 
action and results out of the readers of Advertising 
Age. It takes some white space with potent words 
printed in that space. 


We have the space. You supply the magic words 
and you, like Paul de Guzman, should be “happy 
about the whole thing.” 


ROYAL & DE GUZMAN . apveatisinc 


FOUR FIFTY-TWO FIFTH AVENUE - NEW YORK 18 . N.Y. 


May 22, 1947 


Mr, Charles B, Groones 
Advertising Age 

330 W. 42nd St, 

New York 18, N.Y. 


Deer Mr. Groomes: 


Here's the "result-score* on our effort in Advertising Age to date -- after 
our first two pages. 


4d. #) -- about 60 written inquiries, eliminating all phone calls, guys who 
stop you in the street, etc, 


Of these, 20 were from legitimate client prospects -- from Flushing to San 
Francisco, One of these, a cosmetic manufacturer, has become a paying client, 


— or three others look very promising -- and one is as far away as the West 
coast. 


Not @ by-product, but as @ result of a major objective...,was some 1, letters 


from other agencies,..es well as many excellent comments from marazine, newspaper 
and radio neople 


-- Some 15 mail inquiries to date -- one of which ( a lighting manufacturer) 
who talks yery seriougly of becoming a client, Several other good leads we are 
now bird-dogging...@e well as good fan mail from other agencies and media, in- 


cluding two we're particularly pleased with from Schmid of Mutual and Pelham of 
Puller & Smith & Ross, 


We are very happy about the whole thing - because inquiries were not our first 
objective, This you can see if you reread our copy. There is no plug = deliberately- 


until the very end for either ourselves or any literature. Primarily we are trying 
to do e little job for: 


1) Advertising 
2) The qualified young agency 
3) R & deG 


We feel if we do the first two well - prestige and profit will come to us, 


If you 
were to read some of our mail, you'd see how it is working, 


Thanks to Advertising Age's good readership, big page sise, ani high news interest 
e+-we're on our way, 
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Every Monday morning all over America, top agency and advertiser 
executives turn to Advertising Age for the news of this business. They 
read it because they can't risk being uninformed in a competitive field 
that lives through ideas. One idea sparks another. A competitor's 
move calls for a counter-move. What someone says may call for a 
quick rebuttal. It's against this sort of background that your copy in 
Advertising Age appears — lively interest, that makes what you have 
yd _* a welcome piece of news. It is doubtful that even the brilliant 
y of the Royal & de Guzman ads would have sparkled the way it did 
if i adn’ + been spread on the big pages of Advertising Age for all 
the advertising world to see. Much thought and many years of work 
have gone into making Advertising Age “The World's Number One 
Promotion Medium for Advertising Media and Services." 
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Money-Back Ofter 
Made to Sponsors 
of Crane Series 


Cuicaco — Use of the money- 
back guarantee has been intro- 
duced into program selling. 

The Hopkins Syndicate, which 
handles transcriptions of Dr. 
George W. Crane’s series, ‘“Psy- 
chology in Action,” announced 
here last week that sponsors of the 
series can have their transcrip- 
tion money back if, after 13 weeks, 
the program has not clicked. 

Dr. Crane’s programs are pat- 
terned after his syndicated news- 
paper column, “The Worry Clinic.” 
This and his “Test Your Horse 
Sense” feature appear in about 
200 newspapers. The radio series 
is now sponsored on stations in 
10 cities. 

John R. Kneebone, director of 
the Hopkins Syndicate, declared 
that “psychology and soap opera 
are not homogeneous and no al- 
chemy can make them companion- 


Kits: Pats. Pend. 


These convenient Kits are con- 
stant reminders of the service 
you perform or the product 
you manufacture ... and they 
are so handy that your pros- 
pects, customers and workers 
wil keep them. They contain 
useful tools for making repairs 
around the home, office, farm 
as well as 
building and hobby- 

Tools are of high- 


and automobile 
model 
crafting. 
grade alloy steel. Handles are 
of bright red, durable plastic. 
All tools are housed in the 
hollow handle for convenience 
—and individually packed for 
use as a gift. Handles can be 
imprinted ... with your name 
or trade mark . . . at nominal 
cost. For complete information 
. write for descriptive litera- 


ture. 


Over 44 Years in Business 


NKINTOWN, PA. Bo 


STANDAR 
Je 


D STEEL CO. 
~c 


jable as a sales kit” for station 
It is difficult, he said, 
for station sales forces to “explain 


salesmen. 


Dr. Crane’s grip on people.” 


money-back offer. 


3100 N. Main St., Fort Worth. 


added that the agency feels “that 
there is no risk attached” to the| Cal. 


Carpenter Forms Agency 
Dee T. Carpenter, formerly with 
United Advertising Company, 
Dallas, has established Carpenter 
Outdoor Advertising Company at 


Form Santa Ana Agency 


Jerry Edgecomb and Howard 
Reitter have opened a new adver- 
tising agency, Edgecomb & Reitter, 
|at 401 E. Fourth St., Santa Ana, 


Schedules First Campaign 


Wellco Shoe Corporation, 
Waynesville, N. C., maker of 
Foamtreads, will launch its first 
advertising campaign this month 
in trade publications, followed up 
by four-color pages in women’s 


Advertising Age, September 8, 1947 


magazines in February. Liller, 
Neal & Battle, Atlanta, handles 
the account. 


‘American’ Restyled 


American Magazine has_ re- 
styled its format to accentuate a 
newly-designed Bodoni logotype 
and greater use of color both in 
art and photographs, effective 
with the September issue. The 
photographic cover has given way 
to one featuring a full-color paint- 
ing with women’s fashions as the 
general motif. 


) 


C. H. Kratz Named 


C. H. Kratz, formerly sales and 
advertising manager of the Cin. 
cinnati Metal Crafts, has been 
named sales promotion manager 
of the Cincinnati Advertising 
Products Company. 


Hughes Joins KGER 

James Hughes, who formerly 
operated his own radio agency jn 
Long Beach, Cal., has joined the 
sales staff of Station KGER, Long 
Beach. 
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Sure-Fit Quilting Opens 

First Consumer Series 

National Sure-Fit Quilting Com- 
oany, New York, will launch the 
arst. consumer advertising cam- 
paign in its 30 years with color 
gages and smaller black-and-white 
insertions in fall issues of Good 
Housekeeping, Guide for the 
Bride, House Beautiful, Ladies’ 
Home Journal and the New York 
Times Magazine section. Copy will 
feature a decorating theme and 
will offer a free booklet called 


“Do’s and Don’ts for Beds’ and 
Bedding.” 

A business paper schedule will 
run in Daily News Record, Hotel 
Bulletin and Hotel Management, 
Infant’ & Children’s Review, 
Linens & Domestics, Merchants 
Trade Journal and Women’s Wear 
Daily. Marcel Schulhoff & Co., 
New York, is the agency. 


WMMW Appoints Miller 

James Miller has been named 
manager of Station WMMW, new 
station in Meriden, Conn. 


Plans $1,000,000 
Gas Range Drive 


New York—Gas Appliance 
Manufacturers Association has an- 
nounced that $1,000,000 will be 
spent in association and in in- 
dividual advertising by manu- 
facturers and gas utilities in a gas 
range program this fall. 


The program will be spear-/|Sge- Acorn, 
headed by American Gas Associa- | Tappen, 


tion’s campaign in 10 magazines 


through McCann-Erickson. Twenty | 


manufacturers and 1,200 utilitie: 
will run their own programs—al) 
emphasizing “CP” or “Certified 
performance” gas ranges. 
Participating manufacturers are 
A-B Caloric, Detroit Jewel, Estate 
Heatrolas, Gaffers & Sattler, Gar- 
land, Glenwood, Grand, Hardwick 
Magic Chef, Moore, Occidental 
O’Keefe & Merritt, Quality, Roper 
Sge- Oriole, Spark 
Universal, Wedgewood 


- 


I was 


it had to have two big doors—big enough to 
drive a hay loader or combine in one end and 


out the other. 


I couldn’t find what I needed anywhere. Then 
I saw it in a Capper’s Farmer article—just the 


But that article on a machine shed 
did it— with facts and figures that jibed 
with the ones in my mind. No wonder I've got 
faith in Capper’s Farmer! Here’s what happened: 

I wanted just the right shed for my machinery 
—one with no interior posts or braces to take 


up room and make parking a nightmare. And 


sure hard to please! 


That editor must 
have read my mind!* 


in to put it up. 


one! A farmer in Kansas had built it—a high, 
arched-roof shed. I got the blueprints, bought 
the materials, hired two helpers, and pitched 


That shed suits me to a T! It protects my big 
machinery investment, and in a pinch I can use 
it for grain storage. That article—plus my. con- 
fidence in Capper’s Farmer—paid real dividends! 
* Based on actual case history from Capper’s Farmer files. 


To 1,300,000 top farm families in Mid-America, 


Capper’s Farmer is a reliable source of profitable, work- 


The Magazine Farm People 


Believe in... 


TOPEKA, KANSAS 


l 
‘ner ers es p/ 


Sums 


able suggestions. The great selling power of ads in 


Capper’s Farmer reflects this complete confidence. 
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|and Western Holly, and, in Can- 
ada, Clare Bros. and Moffat. 

| Despite continuing steel short- 
|ages, GAMA reported that gas 
ranges produced and shipped dur- 
jing the first half of 1947 totaled 
/ 1,166,000 units, an increase of 
'40.6% over the 829,30@ units 
shipped in the parallel period of 
1946. 


‘Names Merrick, Sloan 


Calvin Merrick, formerly with 
Bielefeld Art Studio, Chicago, has 
been appointed art director in the 
|Chicago office of Dancer-Fitzger- 
'ald-Sample. Irving Sloan, for- 
/merly with Burton Browne Ad- 
| vertising and Lord & Thomas, has 
| joined the agency as space buyer. 


| Trommer Promotes Smith 


Howard C. Smith, formerly 
|manager of the Orange, N. J., 
brewery of John F. Trommer, 
‘Inc., has been named vice-presi- 
|dent and general manager of the 
/company. He succeeds William J. 
| Ludovici, who has resigned. 
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; Four Roses. Florist shops used th 
arnrsacagen Canada Drive | ,000 Tons of Ice “live” display and ice trucks ol 
oover Company Ltd., Hamil- ried tie-in posters. Each 
ton, Ont., which is entering the and 40,000 Roses : P ‘eae tia 
a cylinder-type vacuum cleaner feovilegs advertisement was re. 
prin field, will launch a campaign this peered. 

RCS peer are month in Canadian eallennl and Sell Four Roses In this period, said J. Baxter 

(photo ble ou use women’s magazines, both English} New Yorx—Seven years ago|Gardner, Frankfort’s vice-presj- 

Ge atomic when Y SaNes and French. The campaign will Young & Rubicam, advertising| dent in charge of advertising ang 

: disp aha ge .s Pigg y+ Model 501. agency for Frankfort Distillers | Sales promotion, 40,000 roses have 

aces dling en Hamilton, Corporation, conceived an illustra- | appeared in 1,000 tons of ice. The 

; tion for a Four Roses whisky |@dvertisement, coupled with re. 

magazine advertisement showing | cent promotion, he explained, has 

Form Consumer Panel four roses in a block of ice. brought sales increases ranging 

The Oklahoman and Times,| The idea became a reality|from 75 to 400% during “Roses in 

Oklahoma City, have established |when, through trial and error, a| Ice” week. 
the Oklahoma City Consumer] method of freezing water around, In Blythe, Cal. where the 
Panel, a research service avail- roses was perfected. thermometer really climbs, a re. 


Seber. aad thee relate ew s:| Every summer since, real roses |tailer’s daily sales rose trom $30 
ties, the Farmer-Stockman and in real blocks of ice in liquor oe Se eee Se 


Station WKY. Audience Surveys, | Stores, hotel cocktail lounges and which normally sells five cases of 
New York, has been named to set|dining rooms, night clubs, bars | Four Roses a month, sold 22 case; 
up and conduct the panel. and restaurants have been selling/°f the brand in one week when 
| a florist next door exhibited the 
ice cake in front of his shop. In 
Little Rock, Ark., an ice cake was 
delivered to the wrong dealer 
who—after enjoying an _ unex. 
pected boom in Four Roses sales 
—refused to part with it. 


To Nolan & Twichell 
Nolan & Twichell Advertising 
Agency, Albany, has been ap- 
pointed to handle the following 
accounts: W. T. LaRose & Asso- 
ciates, Troy, electronic preheating 
equipment; Joseph A. Milstein 
Company, Albany, Jamco gloves: 
Ny-An Company, Albany, knit 
sporting goods, and Pallets In- 
corporated, Glens Falls, manufac- 
turer of wooden shipping pallets 


NRB Adds New Service 


National Research Bureau, Inc., 
Chicago, has entered the tran- 
scription field as sales agent. The 
new department organized for the 
purpose has been named exclusive 
sales agent in the United States 
for Jack Starr, who produced the 
“Temperature Jingles” and “Starr 
Stories,” a series of 15-minute 
shows. 


G-E Ups Gibson, Fegley 

J. C. Gibson, supervisor of the 
project supervision section of the 
visual education division of Gen- 
eral Electric’s apparatus depart- 
ment in Schenectady, has been ap- 
pointed manager of the division. 
R. L. Fegley Jr. has been named 
to succeed Mr. Gibson. 


OUT OF THE HORSE’S MOUTH 4 


Tastbest Coffee to Korn 


Ellis Importing Company, Phila- 
delphia, roaster and packer of 
Tastbest coffee, has placed its ad- 
vertising with J. M. Korn & Co. 
Philadelphia. 


Look (5 lle 


in the basic sources 


OF MARKET INFORMATION 


If you, too, missed the news that Baltimore is 57,620° 
families bigger, get wise: 


Now more than ever, to cover bigger Baltimore, you 
need the biggest paper — 194,063 City Zone circula- 
tion among 321,158 families, and the aeeiieaal total 
circulation is 221,127. 


% Advertising Age's | 
*Sources: Director of Statistical Section, Baltimore City Health CONSUMER MARKET DATA BOOK | 


Department; Building Engineer, Baltimore County; Super- 
visors of Assessments, Howard and Anne Arundel Counties. 


FOR 1947, MORE THAN EVER, IT'S THE 


: Baltimore News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 
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’Plans for 1950 
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Delegates Map 


Study of Americas 


WASHINGTON—Delegates from 22 
American nations assembled here 
early last week to work out plans 
for the complete population, hous- 
ing and agricultural census of the 
New World, to be attempted for 
the first time in history in 1950. 

When the census is carried out, 
the world will have a full account 
of Western Hemisphere housing, 
agricultural resources and devel- 
opment, trade and financial opera- 
tions, living standards, labor force 
by occupations, nationality and 
place of birth, and literacy and 
educational levels. 

One of the first problems facing 
the census is the preparation of 
basic questions and standards of 
measurement which can be com- 
pared readily among the nations. 

The project is under the spon- 
sorship of the Inter-American 
Statistical Institute, one of six 
professional statistical organiza- 
tions assembling here this month 
for a five-nation conference on all 
aspects of modern statistical de- 
velopments. 


Dedrick Heads Committee 


Plans for the inter-American 
census of 1950 originated with Dr. 
Alberto Arca Parro, of Peru, 
chairman of the Population Com- 
mission of the United Nations, in 
June, 1943. Calvert L. Dedrick, 
coordinator of international sta- 
tistics for the U. S. Census Bu- 
reau, is chairman of the commit- 
tee arranging for the project. 

Many of the areas to be sur- 
veyed during the census must be 
reached on horseback, by burro or 
on foot. The area to be covered 
ranges from great cities, isolated 
mining camps, and Indian villages 
in the Amazon valley, to the 
sparsely-settled tundra encamp- 
ments of the Eskimos in the far 
north, 

Argentina, Bolivia and Uruguay | 
have not had a census since before 
1914, and Ecuador has never had 
a census of any kind (over half 
the nations in the world have 
never had a census). 

Conferences of the six world- 
wide statistical organizations will 
continue through Sept. 18. More 
than 500 delegates will discuss 
latest statistical methods in eco- 
nomics, crime, public opinion 
measurement, fertility and other 
fields. A primary objective is to 
work toward greater standardiza- 
tion in terms and procedures so 
that reports from various nations 
will be on a common statistical 
basis. 


Schedules Shirt Drive | 


Thomas Shirt Company, Los | 
Angeles, has scheduled monthly 
ads in Life starting Sept. 22, fea- 
turing the Thomas button-down 
executive shirt in white at $10.50 
retail. In addition, full-page color 
ads are planned for Esquire and 
Holiday, with an increased sched- 
ule set for spring. A holiday pro- | 
motion which will be featured by | 
many stores this year consists of | 
the advertised Thomas shirt, a/| 
Knitted’ tie with choice of colors, | 
and a gold-plated tie pin, all cello-| 
phane wrapped for $12.95. Abbott | 
Kimball Company, Los Angeles, is 
the agency. 


Ansco Boosts Dunn 


_ Robert M. Dunn, general adver- 
WSing manager of Ansco, Bing- 
‘amton, N. Y., has been appointed 

istant general sales manager in 
Marge of merchandising. 


Names Hickey Editor 


; James E. Hickey, formerly with 
‘ne Buckeye Tavern News and 
Ohio Hotel & Restaurant Monthly, 
Nas been named editor and co- 
Publisher of the Rocky Mountain 
‘estaurateur, Denver. 
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ADVERTISE 
Your Textile Brand to the Retailer 


...and Hell ADVERTISE It to 
the Consumer! 


Daily News 
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Take domestics, for example. Sheets and pillow cases, blankets, towels, bath mats, x 
tablecloths and napkins, bedspreads, etc. Some domestics are sold to the retailer 
unnamed, unbranded, unadvertised. That's the way they‘re re-sold to the consumer. 

Others . . . the famous brands . . . are advertised regularly in DAILY NEWS 
RECORD. They’re trade-marked, packaged properly, promoted intelligently. Result . . . they‘re re-sold to the 
consumer with their brand- identification intact . . . they’re advertised by name by the retailer . . . they’re 
displayed in store interiors and windows. 

Over 400 famous brands in textiles, domestics, men’s and boys’ wear use DAILY NEWS RECORD to 
spur the trade on to extra promotional efforts. That’s how these textile brands remain fresh . . . vital . . . 
alive . . . right at the point of contact between retailer and consumer. 


News whecorm 
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FAIRCHILD PUBLICATIONS ‘ 


FAIRCHILD BUILDING—NEW YORK 3, N. Y. 
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Appoints Lehr A.M. 


Charles H. Lehr, sales manager 
of the Chicago plant district, has 
been appointed advertising man- 
ager of Carr-Consolidated Biscuit 
Company, Wilkes-Barre, Pa., suc- 
ceeding Richmond H. Galley, who 
has resigned. Mr. Lehr reassumes 
the post he held from 1943 through 
1946 with the Consolidated Biscuit 
Company, Chicago, which merged 
with the J. B. Carr Biscuit Com- 
pany, to form the present com- 
pany. 


Appoints Logsdon 

H. E. Logsdon, formerly with 
the news service of Mengel Com- 
pany, has been named public re- 
lations director of Farson & Huff 
Advertising Agency, Louisville. 


FR EE Increase reader- 


ship of your ads 
with LIF EB-like EYE* 
CATCHER photos. Used 
by biggest advertisers. 
Nothing like them any- 


where. 100 new subjects 
monthly. Mat or Glossy 
Print plan at low cost. 
Write for new FREE 
proofs No. 108. No obliga- 
tions. BYE*CATCHERS, 


10 E. 38 St., N. Y. C. 16. 


“Minneapolis 
Times’ Switches 
to Tabloid Size 


MINNEAPOLIS—The evening Min- 
neapolis Times switches over from 
standard to tabloid size today 
(Sept. 8), the 45th U. S. daily to 
appear in a “magazine” format. 

Announcement of the change 
was made by John Cowles, presi- 
dent of the Minneapolis Star & 
Tribune Company, owner of the 
Times, and Joyce Swan, Times 
publisher. 

Because of the high proportion 
of local news and the picture con- 
tent, it was said, circulation of the 
tabloid Times is being restricted 
largely to the Twin City area. The 
general advertising rate, 25 cents 
per line, is to remain unchanged. 

The daily, established in 1876 
and published evenings except 
Sundays, will be known as the 
“Times—the Picture Paper.” The 
term tabloid was omitted from all 
announcements of the changeover, 


|and the daily is emphasizing in- 
stead its new “magazine,” “arm- 
chair,” “easy-to-read” and “easy- 
to-handle”’ size. 

The paper’s picture content and 
sports coverage are being sub- 
stantially expanded. Pages 1, 2 
and 3 will be entirely news and 
pictures, the center spread en- 
tirely pictures. Several new fea- 
tures are being added. 

The new Times has a 1,075-line 
page. Classified pages will be six 
instead of the regular five col- 
umns. In line with previous pol- 
icy, no liquor advertising will be 
accepted. The paper will cost five 
cents per copy, 20 cents weekly by 
carrier. 


Sets ‘48 Plastics Show 


The third National Plastics Ex- 
position will be held in Grand 
Central Palace, New York, in Sep- 
tember, 1948. Nelson E. Gage of 
American Insulator Corporation, 
New Freedom, Pa., is chairman of 
the exposition committee of the 
| Society of the Plastics Industry 
|New Yofk. 
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Since they continue working years after 
they have paid for themselves—by investing 
only 10% of your advertising budget annu- 


ally in 


ARTKRAFT* 


DEALER SIGNS 


the fifth year you have the equivalent of an 
appropriation 114 times as great as your ac- 


tual expenditure; your 


NATIONAL ADVERTISING HAS 
BEEN MADE 5 TIMES AS EFFECTIVE 
and SALES HAVE BEEN INCREASED 


14.6%** 


For a quarter century we have regularly 
served countless leading merchandisers includ- 


ing Westinghouse, Frigidaire, 


Kelvinator, Shell, A & P, Pittsburgh Paints, 


Lowe Brothers Paints, DuPont 


others. Learn why. Write today for literature 
and instructions on how to set up a successful 


dealer sign program. 


THE 


ARTKRAFT* 


finish. 


e No exposed bolts. 


e Rugged copper bus 


e@ Tube sections rest 


for service. 


Delco-Heat. 


and many 


SIGN 


;—— THE FINEST SIGNS EVER PRODUCED —— 
AT THE LOWEST COST IN HISTORY 


Certified audited records show Artkraft* signs to be 
999/1000 perfect over a period of years. Exclusive Under- 
writer approved features include: 


@ Porcel-M-Bos’d letters raised out of heavy sheet steel. 
75% more attractive and legible. 


e All-welded and electro-galvanized frame construction. 


© Bonderized and baked synthetic enamel or porcelain 


e Removable streamlined front end permits access to 
sign for servicing without use of tools. 


effecting the first positive tube mounting. This pro- 
vides a definite centering where tubes enter the sign, 
and makes unsightly bushings unnecessary. 


e A heavy duty phosphor bronze spring clip on the end 
of the electrode has a fork-like end opening for easy, 
positive contact with the bus bar and quick removal 


@ Cold cathode fluorescent tube grid illuminates dealer’s 
name, eliminating lamp replacements. 


IMMEDIATE DELIVERY ON QUANTITY ORDERS 


bar replaces ordinary cable. 


on (not against) tube supports, 


COMPANY 


Division of Artkraft* Manufacturing Corporation 


900 Kibby St. 


SIGNS OF 
LONG LIFE* FOR 
QUANTITY BUYERS 


Y 


*Trademarks Reg. U.S. Pat. Off. 


**Proved by actual audited research. 


Lima, Ohio, U.S.A. 


900 Kibby Street 


neon signs. 


Please send, without obligation 
) We are interested in a quantity of outdoor dealer 


THIS COUPON FOR YOUR CONVENIENCE 


THE ARTKRAFT* SIGN COMPANY 


Division of Artkraft* Manufacturing Corp. 


details on Artkraft* signs. 


We are interested in a quantity of Porcel-M-Bos'd 
store front signs. 


| 
| 


Lima, Ohio, U.S.A. | 


| 


| 
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Robert Bloch, account exec of the Gustav Marx agency, Mil- 
waukee, has written his first full-length novel, “The Scarf,” pub- 


lished by the Dial Press. It’s a diller about a writer who strangles 
four women with the before-mentioned neckpiece.. . 

Franklin M. Doolittle, pres. of WDRC; Paul Morency, v.p. and 
gen’l mgr. of Travelers Broadcasting Service Corp., operator of 
WTIC; Ralph D. Kanna, mgr. of WONS; C. Glover DeLaney, mer. 
of WTHT, and Francis S. Murphy, publisher, Hartford Times, have 
been appointed by Mayor Allen, of Hartford, to serve on the city’s 
United Nations committee to aid in Hartford’s participation in UN 
Week, beginning Sept. 14... 

Art directors of five San Francisco agencies will teach the new 
course in “Layout and Visualization” to be inaugurated Sept. 17 
by the Golden Gate College School of Advertising, sponsored by 
the San Francisco Advertising Club, and directed by Richard L. 
Lemen, Beaumont & Hohman. Assistant instructors will be: Fred 
Glauser, Honig-Cooper; Link Malmquist, Foote, Cone & Belding; 
Carlton Zimmer, BBDO, and Rene Weaver, J. Walter Thompson. . . 


READY TO TEE OFF—Harper Cummings, Wm. Esty & Co.; James Boynton, 

The American Weekly; Ray Clayberger, Calkins & Holden, and John Flournoy, 

Young & Rubicam, are snapped at the first tee of the Westchester Country 

Club West Course where 120 media executives of New York City agencies 

were the guests of The American Weekly and Puck—the Comic Weekly sales 
staff for a day of golf and dinner. 


Red Motley, publisher of Parade, will be luncheon speaker at the 
Porcelain Enamel Inst. sales and management conference Oct. 10 
in Cleveland. .. Manager Hugh Terry, of KLZ and KLZ-FM, Den- 
ver, and his staff members who had handled play-by-play broad- 
casts of Denver Bears baseball games, were host to the team at 
a testimonial dinner... 

James McDonough, in the copy and new business department 
of Ruthrauff & Ryan, Chicago, has a new daughter, Susan, born 
Aug. 29... An exhibit of the work of Alex Steinweiss, advertising 
and industrial designer, will open Oct. 10 at the A-D Gallery, New 
bane 

Michael J. Roche, ad mgr. of Lever Brothers Company, Cam- 
bridge, has been named campaign radio committee chairman of 


_ the Community Chests of America by Justin Dart, pres. of Rexall 


Drug, Inc., Los Angeles, vice-chairman in charge of public rela- 
tions. H. J. Heinz I of H. J. Heinz Company, Pittsburgh, is chair- 
man... 

Associates of Art Otis, copywriter in the Chicago office of Roche, 
Williams & Cleary, are awed by Art’s unheard-of feat of making 
the Line o’ Type column in the Chicago Tribune, five days out of 
six with his verse. Signing his poetry “Casual,” Art appeared in 
the column on Saturday, Aug. 16, missed the following Monday, 
but then came through four days in succession... 

The Milwaukee Adclub is taking on the publicity program for 
the °47 Milwaukee County Community Chest drive, with Carl W. 
Moebius, Moebius Printing Co., chairman. Other adclubbers on 
the committee are Jerry Stolzoff, Cramer-Krasselt, for radio; Harry 
Fitzgerald, Cream City Outdoor Adv. Co., for outdoor posters; Roy 
DesJardins, Milwaukee Transportation Advertising Co., poster dis- 
tribution; Emmett S. Jaques, ad mgr., Master Lock Co., school 
program and weekly newspapers; Harold Fitzgerald, pres., Fox- 
Wisconsin Amusement Corp., movie theaters; Einar Larson, display 
director of Gimbel’s, display, and Jack McMicken, ad megr., Per- 
fex Corp., speakers bureau... 

Leonard Hornbein, ad mgr. of Famous-Barr Co., has been ap- 
pointed chairman of the public relations committee for the greater 
St. Louis Community Chest drive... Arthur Meyerhoff & Co.’s ac- 
count exec, George Taylor, of the Chicago office, is the lyric write! 
of Mercury Records’ new release featuring Two Ton Baker, and 
titled “Chick-A-Biddy Boogie.” His first venture in the jive field 
was in collaboration with Sharon Pease, columnist for Dow? 
Beat... 

David M. Cox, Chicago public relations counsel, is giving courses 
in introductory public relations and advanced public relations i" 
the department of psychology at Northwestern’s University Col- 
lege. He’s also writing a book, scheduled for spring publication 
by Ronald Press, on the subject... 

Jesse H. Buffum, editor of Farmer’s Almanac of the Air (WEE, 
Boston), and CBS agricultural dir. for New England, has bee! 
named chairman of Grange Day, Sept. 20, last day of the Eastern 
States Exposition in Springfield, Mass... 

ABC Commentator Galen Drake and K&E Producer Andy Ant- 
drews are back from Battle Creek, Mich., where Mr. Drake ad- 
dressed Kellogg’s 25-Year Club. . . Meanwhile, K&E’s associate 
radio director, Bob Wolfe, is vacationing in Vermont... Bernard 
C. Duffy, pres. of BBDO, New York, is new chairman of the Junio! 
Achievement committee of ‘Manhattan, succeeding Robert R. 
Stevenson, treas. of General Foods... 

Latest of the This Week Magazine articles by Lawrence W. Shen- 
field, son of Lawrence L. Shenfield, Doherty, Clifford & Shenfield 
pres., is in the Aug. 24 issue, entitled “Scraping Bottom,” and de- 
scribing the work of the men who dredge New York harbor. . . 
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Fairbanks Enters Renamed Realart Pictures 


time for an opening and closing | 


commercial in the manner of open 
end transcriptions. 

First of the series—each of 
which will contain 17 separate 
films—will be ready for showing 
in October. Designed to take ad- 
vantage of the current popularity 
of whodunits, the “Public Prose- 
cutor” stars movie players John 
Howard and Mary Beth Hughes. 
Mr. Fairbanks shot the film using 
a maximum of closeups and avoid- 
ing long shots which are less ef- 
fective on the television screen. 

Now in preparation are a family 
comedy story of the Henry Ald- 
rich type and a five-a-week chil- 
dren’s show. 

Rate schedules have not been 
worked out, but the price will 
range from about $1,500 weekly 
in New York to $200 in smaller 
markets. Television advertisers 
will be permitted to make two 
repeat showings of each program 
on the same station at no extra 
cost, in order to take advantage of 
the steadily increasing number of 
set owners, Mr. Fairbanks ex- 
plained. 


Two Appoint Fellman 

Leonard F. Fellman & Asso- 
ciates, Philadelphia, has been 
named to handle the advertising of 
Louis Stern Company, Providence, 
R. L., jeweler, and Alex Jablow, 
Inc., Philadelphia, maker of boys’ 
shirts and pajamas. 


Station WCAO Moves 

Station WCAO, Baltimore, has 
moved to its new five-story studio 
and office building at 1102 N. 
Charles St. 


Funkhouser Names Pasch 

Robert Pasch, formerly a copy- 
writer with Alley & Richards, has 
joined the New York office of 
Justin Funkhouser, Advertising, 
in a similar capacity. 


| 
| 


Television Film _ 
Production Field 


New YorK—A promising de- 
velopment on the television front 
is the announcement by Producer 
Jerry Fairbanks of Hollywood that 
he is making feature films especi- 
ally for video audiences. 

Combining radio programming 
features— building a 
with continued serials — with 
movie- making techniques, the 
Fairbanks productions will be ap- 
proximately 15 minutes long with 


following | 


TRANSCRIBED 


wo AVAILABLE 
fora 
2 7: 4 / 


That's a whale of a rating, But 
that’s what the Texas Rangers get 
at WGBI, Scranton, Pa. They get 
(t with their famous transcription 
service — which features the west- 
ern and folk songs that never grow 
old. And they get the tall Hooper 
at 6:30 p. m., too, when there is a 
37 per cent sets in use figure. Yes, 
Scranton listens to and likes the 
Texas Rangers. It’s no wonder 
WGBI renews year after year. Buy 
the Texas Rangers transcriptions 
‘or your market. They build a big 
audience at WGBI and at scores 
of other stations, too. They can 
do the same for you. Wire, write 
or telephone. 


The Texas Rangers 


an ARTHUR B. CHURCH PRODUCTION 
Pickwick Hotel @ Kansas City 6, Mo. 


Harris-Broder Pictures Corpo- 
ration, New York firm which re- 


cently acquired the Universal re- 


issues, has changed its name to 
Realart Pictures, with permanent 
offices at 2 Park Ave. Realart has 
appointed Film Classics to dis- 
tribute in the United States, 
Alaska and Hawaii 50 pictures to 
be released, 10 per year, over a 
period of five years. This is in 
addition to distribution arrange- 
ments previously made with P.R.C. 


Universal Plugs Blanket 


Landers, Frary & Clark, New 
Britain, Conn., will open a six- 
month campaign to promote the 
Universal electric blanket with 
four-color pages in October issues 
of Farm Journal, Good House- 
keeping, Look, Successful Farm- 
ing, Sunset and The Saturday 
Evening Post. Built around the 
slogan “For the Rest of Your 
Life,’ copy will emphasize “Slum- 
ber Sentinel” control and eco- 
nomical operating cost. Goold & 
Tierney, New York, is the agency. 


More NBC Stations Set 
for ‘Katie’s Daughter’ 

“Katie’s Daughter,’ a daytime 
serial currently heard over 36 sta- 
tions on NBC under the sponsor- 
ship of the Manhattan Soap Com- 
pany, New York, will be ex- 
panded to cover the full network 
effective Sept. 29. On the same 
date a new time, 11:15 am., will 
go into effect for the show, which 
is handled through Duane Jones 
Company, New York. 


Magazine Changes Name 

Effective with the September 
issue, the Journal of Religious In- 
struction, New York, will change 
its name to the Catholic Educator, 
and will be published in a larger 
size (8%4”"x11%4”"). 


Denman Forms Agency 


William I. Denman Jr., formerly 
with Young & Rubicam, has or- 
ganized Wm. I. Denman, Inc., a 
general advertising agency, with 
offices in the Penobscot building, 
Detroit. 


Inglis Appoints Three 

E. M. Bassingthwaighte has 
been appointed general sales man- 
ager of the consumer products’ di- 
vision of John Inglis Company, 
Toronto. J. P. Regan has been 
named sales manager of the house- 
hold utilities department and 
H. M. Cole, sales manager of the 
sporting goods and special prod- 
ucts department. 


Book Club Names Ayer 


The History Book Club, New 
York, has appointed N. W. Ayer 
& Son to handle its advertising. 
Plans include insertions in the 
New York Herald Tribune, New 
York Times and Saturday Review 
of Literature. 


rt an 
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Kemart Appoints Mertle 


J. S. Mertle, formerly technical 
director of the International 
Photo-Engravers’ Union, has been 
appointed technieal director of 
Kemart Corporation, San Fran- 
cisco, developer of halftone re- 
productions. He will make his 
headquarters at 901 Hermosa Ave., 
Cincinnati. 


- 7, 
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STANDARD AND PHOTOGRAPHIC 
SILK SCREEN PROCESS 


WE DO THE COMPLETE JOB, ANY SIZE, ANY STYLE, ANY = 53 
ae QUANTITY, ANY COLORS. WE ALLOW STANDARD bi 
be AGENCY COMMISSIONS 


E@HALKER DISPLAYS LIMA am 


IN EXCESS OF 200,000 
ABC MEMBERSHIP 


lowest cost per inquiry in 
this highly responsive field 


Because RETAILING gives them unmatched coverage in America’s 
furniture-home furnishings stores and department stores. 


Because RETAILING’s twice-weekly issues command intensive reader- 
ship by more buyers and other top executives in these stores. 


Because home furnishings advertisers know that this “buyer-or- 
higher” level is the pay-off level for their selling operation. 


If you’re aiming to sell to this great Double Market, your selling story 
belongs in its No. 1 business publication. That’s RETAILING! 


Retanine tops & others eombined / 


Once again in the first six months of 1947, advertisers spent more in 
RETAILING than they did in the next eight home furnishings business 
papers combined! Why? 


RETAILING Home Furnishings ¢ 8 East 13th St., New York 3 


America’s No. 1 home furnishings business paper 


THE TWICE-WEEKLY 
NEWSPAPER COVERING: 


Furniture and Bedding 
Curtains and Draperies 


Decorative Accessories 
Floor Coverings 
China and Glassware 
Lamps and Lighting 
Housewares 

Major Appliances 
Radio and Television 
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Direct Mail Groups 
to Meet in October 


Mail Advertising Service Asso- 


ciation, International, Detroit, will Pages 
hold its 26th l tion at oe 
Hotel Cleveland, Cleveland, Oct. | Aero Digest ............. 83 114 
19- 22, prior to th l ti pe. es 85 57 
p o the annual meeting | American Builder ....... 138 120 
of Direct Mail Advertising Asso-| American City .......... 105 98 
ciation at the Carter Hotel, Cleve- —— Machinist ae 2618 
1 d, Oct, 23-25. (DI-W) ..-. cee eeeeeeeeee I] 
an c American Printer ........ 84 82 
Speakers will include Merrill C. yen eaten orm tees fe — 
Architectura a 1 1 
Burgess, president, MASA, Inter- Automotive & Aviation In- 
national, B. A. Schumacher, presi-| dustries (semi-mo) ..... 175 241 
dent of Cleveland MASA, Chester 7 ram Taeie (W) ...... “= o 
Aviation Maintenance ... 14 5 
W. Ruth, Republic Steel Corpora- Bakers’ Helper (bi-w)... 154 147 
tion, president of the Cleveland I fu thai des aes 71 67 
Advertising Club, and A. Ellis Better Roads path NES o 6e.s% 26 re 
rewers’ eee 42 4 
rn genie d a advertising director, Brick & Clay Record...... #138 *31 
ammermill Paper Company.| Bus Transportation ...... 140 140 
Harry I. Berle is convention chair- | Butane-Propane News .... 110 81 
man. SS See eee *Ft81 *t91 
Ceramic Industry ........ *56 *58 
Chemical & Engineering 
N ‘ p blicati PR ns ‘2 at SR 115 135 
Detoiled — 1emical Engineering .... 264 339 
e. u on me ko, Ee Chemical Industries eR *106 *118 
in a No.1 Market | SSfexer Chemical Processing Pre Bs . 
DATA BOOK VIOW nese seer ener eeees 
Business Civil Engineering ........ 40 40 
W Publication: 4 Re ae 156 137 
Edition Commercial Car Journal. 201 204 
Construction Digest (bi-w) 7138 21538 
Construction Methods .... 128 128 
D { IC I S CE P55 Sic en ads 66 37 39 
Contractors & Engineers 
Monthly (9%x14) ...... 52 50 


AUGUST BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced | 


without written permission. 


and have standard 7x10-inch type page. 


YOU MIGHT STEAL 


892 BASES — 


BUT—You CANT SLIDE 


INTO WESTERN MICHIGAN 
WITHOUT WKZO-WJEF! 


If you are trying to reach Grand Rapids, Kalamazoo and 
Western Michigan from any “outside” city — well, it’s no 


runs, no hits, but a very real error! 


Western Michigan has a fading condition which strikes 
out the reception of even the most powerful outside signal. 
All you have to do to prove this point is to study any 


listening report you choose. 


To cover Western Michigan 


or outside the area. 
Avery-Knodel, 


Inc. 


During 24 years of baseball, Ty Cobb stole 892 bases. 


"rz, SOTH OWNED ano opeRaTeD © 


BROADCASTING 


AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


(and to get the highest 
Hoopers in the area, morning, noon or night) the major- 
ity of advertisers use WKZO-WJEF. 
tions give you a combination that can’t be matched by 
any other station or combination of stations either inside 
Ask for the facts - 


These two CBS sta- 


- from us, or from 


Unless otherwise noted, 


1947 
Dairy Record (w) ....... 87 
Diesel Progress (8%2X11).. 54 
Distribution Age ......... 65 
Drug & Cosmetic Industry 141 
Electric Light & Power.. 72 
Electrical Construction & 

Maintenance ........... 116 
Electrical South ......... 52 
Electrical West .......... 81 
Electrical World (w) $248 
NS Rr rere 188 
Engineering & Mining 

pe ORE ovr rere 137 
Engineering News Record 

OE ee aera *| 330 
Excavating Engineer ..... 46 
Factory Management & 

Maintenance ........... 240 
Fire Engineering ........ $79 
og ae 131 
Food Industries ......... 166 
De, POON. Se tewresdaae *7 
Food Processing Preview. 57 
+ i NE ree a *199 
SON wed Canndedi a tborsea 6a 42 
Gas Age (bi-w) ......... 85 
Heating, Piping and Air 

eee 125 
Heating & Ventilating... 76 
Ice Cream Review ....... 96 
Industrial & Engineering 

Chemistry (two editions) 138 
Industrial Finishing 

4S a Ae a 80 
Industry & Power ....... 131 
Sram Ame. (HW) —Siacaaccsics * 551 
Machine Design .......... *211 
Machine Tool Blue Book 

LOUREUND § aaWa'ese acres 247 
Mac hinery eer ere ee 276 
Manufacturers Record *$102 
Marine Engineering & 

Shipping Review ....... 116 
Mass Transportation ..... 82 
Materials & Methods..... 134 
Mechanical Engineering. . 93 
Mechanization ........... *102 
Metal Finishing .......... 74 
RECUR,  FPGRTORR. 8 co.cc vce 117 
SO” See 98 
Milk Plant Monthly ..... *62 
Mill & Factory .........+ 221 
| Mining & Metallurgy.... 53 
| Modern Machine Shop 

COWUNS a ccuek iv ecees 274 
Modern Packaging ....... *129 
Modern Plastics ......... *168 
National Butter and Cheese 

PTO. sax eedhacinae sé 57 
' National Petroleum News 
1. GP ccmcedteedscthccvesce °91 
| National Provisioner (w). §1195 
National Safety News.... 

Oil & Gas Journal (w)... *|)t482 
Organic Finishing ....... 
Packaging Parade 

og eer ores re 145 
Paper Industry & niece 

Lt, pers Fee — 86 
Paper Mill News (w)....*§7{138 
Paper Trade Journal (w) *7180 
Petroleum Engineer ..... 1141 
Petroleum Retiner ....... 156 
et 2 aes *111 
MRE Sore Ae eee 209 
| Power Plant Engineering. 116 
| Practical Builder 

SOUR. cds ccckooeaek 83 
ce) CES 64 
Product Engineering ..... *249 
Production Engineering 

and Management ...... 71 
Products Finishing 

CG Seen) © ac aaeesage eyes 73 
Progressive Architecture 72 
3 Ors en 237 
Quick Frozen Foods and 

the Locker Plant ...... 73 
Railway Age (w)........ +1250 
| Railway Engineering and 

Maintenance ........... 50 
| Railway Mechanical Engi- 

ns Seas S16 1S 8 eda 128 
Railway Purchases & 

Eine Se ee A 89 
Railway Signaling ....... 27 
| Roads & Streets ......... 80 
B” By). eee *$149 
| Sewage Works Engineer- 

ME. AG <5 70 ER VOW Ce DAC es 21 
DME he he fy cane eas oie 153 
| Southern Power & Indus- 

Pere rrreri rere 70 
t,t Ce ee eee eee *405 
4 tad 09 de. endo4 10 
| Telephone Engineer ..... 55 
| Telephony COPS *|t122 
| Textile Industries ........ 148 
ok. 181 
2 Sree *104 
fool & Die Journal 

| Cee . vx0 cob? oe sss ed 98 
TOU TORE eo encvccace 72 
| Traffic World (w) ....... 7t122 
Water & Sewage Works.. 49 
| Water Works Engineer- 

eS 8) a eee 53 
Welding Engineer ....... 61 
West Coast Lumberman.. 117 
Western Canner and 

TEN chebeiseaddoonas *56 
| Western Construction 

BRA rer *101 
WOO WOPMEE occcecccccs "yy 
vee Digest 

i, | air = *136 
World Oil ere *§ 277 
World Petroleum ........ 52 

POEEn i vawvaseueoreces es 16,086 


Trade Group 


| Air Conditioning & Refrig- 


eration News 
SRSREGS  cussbadacece 
American Artisan ....... 
American Druggist 
American 
Building 
chandiser 
Boot & Shoe 
semi-mo, ) 
Building Supply 
Chain Store Age 
Administration Edition 
Combination ...... 
Druggist Edition 
General Merchandise 
Variety Store Edition. 
Grocery Edition et 
Department Store Econ 
omist e ‘ ve 
Domestic Engineering 
Electrica] Dealer ........ 
Electrical Merchandising 


(w) 


Lumberman & 
Products Mer- 
(bi-w) 
Recorder 


News 


8x12 
Electrical Ww holesaling 


all publications are monthlies | 


Pages 
1947-1946 
+) Equipment Retail- 
Pie eivatks wa eae S68 $92 $76 
Farm eae News 
Yee 149 2171 
Fueloil 8 eee 132 91 

1946 | Geyer’s Topics .......... 85 87 
eee 20 15 
63 | Hatchery Tribune and 
68 Feed Retailer ......... 82 3 
145 | Hide and Leather and 
75 os ol dab eksta bande *§$ £155 *{87 

Hosiery & Underwear Re- 

115 WUT dE iad aiels 6Ga0.ste ie bao0 121 121 
Oe) BOD © nic 54.4.0» cade tees « 96 92 
79 | Jewelers’ Circular-Key- 

264 ... WEEE rere eee ee 325 361 
227| Knit Goods Weekly...... 92 95 

Lingerie Merchandising... 79 60 

140 | Liquor Store & Dispenser 32 53 

Meat Merchandising ..... 85 68 

*$338 | Mill Supplies ............ 185 191 

PORE feck Poss hissiieccad 164 156 
Tp Sse 132 123 

305 | Motor Service ........... 174 160 
39 | National Bottlers’ 

144 ie SA ea ee 140 130 
172 | National Furniture 
*47 EE © che ae 9 in ake nite. 6 77 56 
882 | NJ (National Jeweler) 

*205 CEN oy cae ¥cep coe ae 260 825 
49 | Office Appliances (65x10) 158 136 
85 | Photographic Trade News. 82 101 

Plumbing & Heating 

124 PRI oo 64 18 
74| Plumbing & Heating Jour- 

74 Bee (69 BAO) . Gna daes.s 64 48 
Poultry Supply Dealer... *26 *34 

152 | Radio & Television Retail- 

REAL. shana aah aew ee «use 73 78 
84 | Sheet Metal Worker ..... *81 *67 

141 | Southern Automotive Jour- 

*{678 SE iss ohh ines 6 6 c'05-e 118 116 

*244 | Southern Hardware ..... 93 86 

Sporting Goods Dealer.... “175 191 

SOT FE NO a sicatren vas 4.50 41 46 
328 | “a Market Merchandis- 

TOPE. Ma vehsintseacans de. 102 98 

Sy ~ ™ ate Store Merchan- 

150 diser (4144x6%) ........ 83 105 
26 -— 
171 Dene ~ x 500 40h 444 8442 048 5,452 5,238 

28 | Class Group 
‘70 | Advertising Age (w) 
ae CO Rare +198 196 
143 | American Funeral Director 67 61 
,92 | American Hairdresser ... 47 67 | 
ene | American Restaurant ... 84 83 
233 | Banking (7Xx10j);) ........ 66 59 
32 | Cleaning and Laundry 

WEE AG Pe Vawaes ascends 22 25 

,301 | Dental Survey .......... 116 128 

"131 | Fountain Service ........ 51 30 
179 | Hospital Management ... 68 7 

| Hotel Management ...... 95 87 
65 | Hotel Monthly ........... *42 ‘47 

P | Hotel World-Review (w) 

RS CNN Si inks dx e9<ns “134600 *$47 
165 | Industrial Marketing .... 88 86 
aeno? | Journal of the America 

$508 | Medical Association .. $4526 *§t322 
14) Se eee *74 a7 

_ | Medical Economics 
46 OS aA ee 96 111 
.,.| Modern Beauty Shop .... 86 98 
cea,” | Modern Medicine (semi- 
$128) mo) (4%4x6%) ........ 121 136 

$199 | Modern Theatre ......... 32 25 
146 | Nation’s Schools ......... 48 48 

,'87 | Oral Hygiene (4)5Xx7%y).. 121 123 
107 | Restaurant Management.. 82 76 
232 | School Executive— 

119 School Equipment News 26 36 
9 | school Management 
32 OO. ? a eae 431 +40 

‘i 51 | What's New in Home 

297 era 10 13 
90 EE Gace eS hd hi desea s 2,048 2,092 
71 | Export Group 
go | American Automobile 
231 (overseas edition) ...... 89 7 

American Exporter (two 
92 CURIOS) oss seavivoecens 427 402 
t343 | Automdvil Americano ... 126 118 
|Caminos y Calles ....... 30 24 
62 | Farmaceuticd .......<20.% 57 62 
| Hacienda (two editions). 137 114 

148 SPRATT ee 16 15 

| Ingenieria Internacional 

121 | Construccion .......... 81 73 
29 | Ingenieria Internacional 
86 | ED ch ad Pale ods ae 104 110 

*$141 | Petroleo Interamericano. .. 61 61 

| Revista Aerea Latino- 
o7| .. americana ............. 21 27 | 
4 Revista Rotaria .......... s 11 
et ee 4% Hygiene 
90 ey ayer 42 47 

#448 Textlies Pp Renaiitnahs. si 57 50 
as] NN nav eaheac Ged ade oNe 1,256 1,185 

*t1l4 ae : 

149 | Ineludes classified advertising. 

176 §Includes special issue. 
+98 iEstimated. 
|Last issue estimated. 
124 *+Last two issues estimated. 
85 “Three issues. 
127 tFive issues. . 
64 {Figure for Oil Weekly. As of July, 
1947, Oil Weekly became World Oil. | 
55 | ®As of July 7, 1947, Aviation and Avia- 
68 | | tton ee ws were incorporated into Aviation 
} ee 
108 | SBi-Monthly in 1946. 
* *Not including Petroleum Processing, 
50 " “ws » 
now published separately. 
104 *With January, 1947, issue, Cotton be 
ays | came Textile Industries. 
sin 7Based on 4}§x7;; inch type page. 
* | Standard 7x10 inch page starting January, 
oohen 1947. 
55 | ‘Combination issue—July and August. 
16,947 : 
AFA Adds Six 
Advertising Federation of 
s3 America, New York, has added 
93 | as members American Fork & Hoe 
186 Company, WJW, Inc., and Mel- 
drum & Fewsmith, all of Cleve- 

*139|\land, the Indianapolis Star and 

.,.,, George S. Diener Company, In- 
160 | Gian: a ‘ 

93 | dianapolis, and the Nunn stations, 

Lexington, Ky. 

37 eS 

18 To Hoag & Provandie 

130 C. Carlson Company, Boston, 
76 designer and engineer of bronze- 
192, Ware and special hardware, has 
155| appointed Hoag & Provandie, Bos- 
46/ ton, to direct its advertising. 
19g Newspapers, trade publications 
82 and class magazines will be used. 
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2/in the series, 


” | various 
3 | their solutions, under such titles 


Business Papers 
Show 2.5% Loss 
in August Issues 


Cuicaco—Although export and 
trade publications again registereq 
gains, August issues of business 
papers showed a 2.5% loss in ad- 
vertising volume, compared with 
August, 1946, according to the In- 
dustrial Marketing compilation. 

For the first eight months of 
the year, volume is 1.5% under the 


total for the comparable 46 
period. 
In all, a total of 219 business 


papers reporting carried a total 
of 24,837 pages of advertising in 
August issues, compared with 
25,462 pages a year ago. For the 
eight-month period, volume totaled 
209,525 pages, compared with 
212,786 pages in 1946. 

The 131 industrial publications 
carried 16,086 pages of advertising 
in August issues, 5.1% less than 
the 16,947 pages a year ago. For 
the eight months, this group has 
run a total of 133,721 pages, 5.1% 
less than the 140,969 pages in the 
comparable °46 period. 

In the trade group, 49 papers 
ran a total of 5,452 pages in 
August issues, 4.1% more than the 
5,238 pages of a year ago; and for 
\"the eight-month period carried 
146,953 pages, up 8.6% over the 
1946 total, 43,239 pages. 

Twenty-five class publications 
carried 2,043 pages of advertising 
in August issues, 2.3% less than 
the total a year ago, 2,092 pages. 
For the eight months, volume is 
down 1.1%, with 18,432 pages as 
compared with 18,632 in °46. 

In the export group, 14 papers 
ran 1,256 pages last month, com- 
pared with 1,185 pages a year ago, 
for a 6% gain. January-through- 
August volume totaled 10,419 
pages, 4.8% more than the 9,946 
pages last year. 


Fairchild to Publish 


6 Training Comic Books 
Fairchild Publications, New 


ad =| on will publish a series of six 


training comic books in full color, 
one to be released each month for 
| Six months, beginning in October. 
|Containing 32 pages each, the first 
entitled “Learning 
|the Ropes,” will orient the begin- 
/ning sales person to her new role. 
| Subsequent comics will take up 
selling problems, with 


‘as “Personality Plus,’ “The Cus- 
|tomer Is Often Right,” “It’s Your 
| Move,” “Madam, Your Sales Are 
| Showing” and “Call of the Aisle.” 
| Comics were prepared by Fair- 
child’s retail selling division, 
‘which is directed by Virginia 
|Fullinwider, and which has pro- 
‘duced more than 300 merchandise 
selling manuals used by retailers 


throughout the country. They 
were written by Lenora _ Ross 


Mandel and drawn by John Hap- 
good. Single copies are 15 cents 
each. 


Joins Jacobson & Sons 


John K. Northway, formerly 
sales promotion manager 0 
Coopers, Inc., Kenosha, Wis., has 
joined the sales division of 
Jacobson & Sons, Inc., New York. 
He will devote his time to sales 
training, territorial analysis an¢ 
promotion. 


BEGINNER'S LUCK ° 


Yo! Any amateur can we 
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| 
| John H. Niebuhr, sales man- R. L. Harkonen has been named 


| New York and Chicago, maker of| division of Eaton Mfg. Company,) of the Gem razor line as well as|the war. 
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40 5 Big Companies Niebuhr Advanced Names Harkonen A. M. |American Safety Razor Corpora-|the A.S.R. cigaret lighter. Mr. 


tion, Brooklyn, as manager of the| Youngblood headed the premium 
< e 2 Z o premium sales division. He will| division for Zenith Radio Corpo- 
Liit Earnings 97% ager of Textile Mills Company, | advertising manager of the pump concentrate on sales, as premiums, | ration for several years prior to 


in First 6 Months |'Tex-Knit burnproof ironing board | Detroit. He started with the or- 


}covers, has been named vice-! ganization 14 years ago and has 


N:w York—Net income of 402 | president in charge of sales. been with the pump division since SN 
som anies whose common stocks | Senet | its inception in 1940. _— IDEAS TO A M E R I or A Mi 
are sted on the New York Stock } Names Braitsch Agency 
Exel ange totaled $1,681,920,000 in| Giombie Enterprises, Provi-| Heads Premium Sales a" — por prs: DISPLAY 
the ‘irst Six manths of 1947, an | dence, R. IL, manufacturer of Richard A. Youngblood, re- patti ee os ae ye ST U D | 8) Ss 
increase Of 97% for these com-| smokers’ pipes, has placed its ad-| cently assistant sales promotion play ee - 


\ duced and installed. 179 N. WELLS ST., CHICAGO 
the Pig Board’s publication, “Ex-| Advertising Agency, Providence. | charge of premiums, has joined | a3 Call DEArborn 1278 


pan from the first half of 1946,| yvertising with Arthur Braitsch| manager of Standard Brands in 


chanue,” has reported. 


Twenty-four petroleum com-| 
panics covered had an increase of 
79.4° , to $226,837,000. Thirty au- | 
fomotive companies, which re-| 
vorted an aggregate net loss in| 
the first half of 1946, had combined ‘ 
net earnings of $203,507,000. The 
railroads also turned a net loss 
into a profit of $147,027,000. 

Among percentage gains listed 
were: steel, iron and coke com- 
panies, 155.3%; textile companies, 
59.5%; leather and shoe manu-| 
facturers, 139.9%; paper and pub- | 
lishing, 96.9%; mining, 100% ; | 
business and _ office equipment, | 
119.5%, and building, 109.2%. 

On the other hand, the net in-| 
come of utilities declined 8.3%; | 
financial firms were down 19.6%, | 
and garment manufacturers’ earn- | 
ings declined 6%. 


a Bel a 
A. H. Pond Launches Its impossible 


Diamond Campaign 


A. H. Pond Company, Syracuse, | 
has launched a diamond ring 
‘ampaign, using regular insertions | 
in newspapers in 150 cities plus 
15 leading consumer magazines. 
The announcement of the cam- 
paign was made in trade publica- 
tions, using four full-page color | 
ads. 

Consumer copy will offer al 
booklet “The Etiquette of the En- 
gagement and Wedding.” The 
magazine schedule includes 
Charm, Esquire, Good Housekeep- 
ing, Glamour, Holiday, Junior Ba- | 
zaar, Liberty, Life, Mademoiselle, 
Modern Screen, Movie Show, Pho- 
toplay, Sereenland, Seventeen and 
Silver Screen. 


Yj 

Mother Succeeds Son | ote PATON 
Mrs. Ruth B. Hewitt will suc- 
ceed her son, the late Charles B. | 
Hewitt Jr., as manager of the! 
Tonawanda Publishing Company, 
Tonawanda, N. Y., publisher of | 
the Tonawanda Evening News. 
Mrs. Hewitt and her son had been | 


he r) ® g:. @ » 
iy gh go bey You cant cover Californias Bonanza Beeline 


Hewitt Sr. | 


! 


a? non . 


without on-the-spot radio 


The Bonanza Beeline is a big patch of California. It includes all 
of the rich central valley region—plus the Reno corner of 
Nevada. And why do you need on-the-spot radio to cover the 
Beeline? Because of high mountains. Outside radio signals 
just can’t penetrate the Beeline’s mountain barriers. 

On-the-spot radio naturally means the five BEELINE 
stations. Located right in the Beeline’s major selling centers, 
these stations together give you complete coverage of the 
whole 2 Billion Dollar market. 

Individually, Beeline stations are old time local favorites. 


‘000 PHOTOS SELECTED 


FROM OVER 500,000 IN FILE KOH Reno, established in 1928, is typical. And figures based 
Man. an adman has waited a long time on BMB reports give KOH a daytime-nighttime average 
iis te eee of 95% for its home-county audience! Let the Beeline 
multitude of classifications. Of course stations sell for you. 
pply is limited ...so send us a 


(that’s to eliminate curiosity-| 
) or your order... or the] 

.. no red tape... it’s yours 
buck! And it'll be mailed to 


} wom cron ann ~=MCCLATCHY BROADCASTING COMPANY 


425 SOUTH WABASH AVENUE 
CHICAGO 5, ILLINOIS 


SACRAMENTO, CALIFORNIA @ PAUL H. RAYMER CO., National Representative 


ICMP and MAIL TODAY! | KFBK KOH KERN KWG KMJ 


Ke mann & Fabry Co. 1 Sacramento (ABC) Reno (NBC) Bakersfield (CBS) Stockton (ABC) Fresno (NBC) 
" ge sod Ave., > ~ eng | 10,000 watts 1530 ke. 1000 watts 630 ke. 1000 watts 1410 ke. 250 watts 1230 ke. 5000 watts 580 ke. 
a Suc t = Gy Gaee or your | 
k Photo Book 
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Co joins Ki effective Sept. 1. He has been a 
a“ oe aries tt Bight price economist with the Depart- | 
joined Kight ae Me sg na ment of Interior in Washington, 


ner ra) ¢ executive, and before the war was an - 
anoUS, U., as accoun cullve,| count executive with Mr. Kight 


A NG Launches Trailer Series 
, ADVERTISI Fruehauf Trailer Company, De- 


AGENCY _ troit, has launched the first 
, \\ EXECUTIVE: — of a monthly series of half-page, 


two-color national magazine ad- 
THIS IS A REMINDER vertisements. The first ad ap- 


TTMIRPICCemccbae |peared in the Aug. 23 issue of 
Enea euechee | COllier’s. Kudner Agency, Inc., De- 
ee ing out your catalog troit, is in charge. 
.~> ages for the Annual ' ae 
bee? yanvary : Appoints Brad-Vern 
DEALERS’ DIRECTORY Gerald C. Johnson Associates, 
ISSUE OF BUILDING New York product design engi- 
SUPPLY NEWS neer, has appointed Brad-Vern, 
i Van Diver & Carlyle, New York, 
se (Closing October Ist) TIER advertising and public 
relations. 


Film Ban Helps 


- Space Shortage 
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would be effected. 

The American campaign to clean 
up movie ad copy also is having 
repercussions here. Motion Pic- 


Lonpon—Britain’s 75% tax on|ture Association directives to avoid 


|American movies is expected to | Mmisrepresentation, conform to fact, 
release some half million pounds 
of advertising space to British ad-| to good taste or morals have been 


and banning illustrations contrary 


| vertisers, World Press News re- extended to the United Kingdom. 


ports. 


films to England. 


First evidence of the new pol- 


Along with the easing of the|icy is to be seen in posters plug- 
space shortage, the publication | ing “Duel in the Sun.” Pictures 
foresees serious unemployment in| 0f stars in the leading roles ap- 
the British publicity staffs, if the | pear against plain backgrounds. 
American producers carry out ee 


their threatened ban on export of To Allied Advertising 


J. Arthur Rank, British film| Sheridan & Associates, Los An- 
magnate, is quoted as observing geles merchandising firm, has ap- 
that the situation could be very 
serious, but that a compromise 
|dollar-saving scheme probably | campaign. 


pointed Allied Advertising Agen- 
cies, Los Angeles, to handle a na- 
tional newspaper and magazine 


“ OR practically 30 years, Distribution Age has 
not only sponsored the need for more eco- 
4 nomical distribution, but has continuously 
published the findings of research and experience 
ex that bring actual results. Each month one of the 
eight basic phases (Transportation, Handling, Pack- 
img and Packaging, Finance, Insurance, Warehous- 
K ing, Marketing, Service and Maintenance) is ana- 
lyzed, and integrated, in its proper relation to all 
axa other phases. The October issue deals with one 
method of transportation, Air Cargo. For over 12 
years Distribution Age has led the field of busi- 
% ness papers in recognizing and reporting on the 
importance of air cargo, the need for integration 
aK 4 of plane and truck and the use of special mate- 
<x 

<x 

<x 

<x 

“x 
<x 


rials handling equipment. 


It is this powerful and practical editorial that 
holds the interest and respect of our 38,995* pur- 
chasing-executive readers. And it is this concen- 
trated circulation that brings results for advertisers 
in Distribution Age. Detailed circulation break- 


down and rates upon request. 


*Latest survey indicates average of 2.73 readers per copy 


100 EAST 42nd STREET NEW YORK 17, N. Y. 


REPRESENTATIVES IN LOS ANGELES, CAL + SAN FRANCISCO, CAL. 
CHICAGO, ILL. * PHILADELPHIA, PA. + CLEVELAND, O. 


‘DISTRIBUTION AGE 


HE MAGAZINE THAT INTEGRATES ALL PHASES OF DISTRIBUTION. 


HIGHLIGHTS FROM THE 
OCTOBER ISSUE OF 


r 


DEVELOPMENTS AND TRENDS IN AIR 
TRANSPORTATION . . . New, low-cost 
air freight services, which have become a 
nationwide institution, are having a pro- 
found effect on our national distribution 
system . . . Staff correspondents and 
leading air transportation authorities will 
discuss the facts and implications of cur- 
gent trends and developments in air trans- 
portation and the need for more efficient 
coordination with other distributive agen- 
cies ... DA for October will feature many 
practical and suggestive articles on the 
subject. 


MOTAIRCARGO TODAY .. . Dr. John 
H. Frederick discusses the need for ade- 
quate ground pick-up and delivery serv- 
ices within terminal areas in order to pro- 
vide a through air cargo service between 
all points in the United States. 


AIR FREIGHT AT — OF 3.9 CENTS 
PER TON MILE . . . Some interesting 
facts about the new Boeing Strato- 
freighter which, it is said, will operate at 
a direct cost. of 3.9 cents per ton mile, 
transport a maximum pay load of 41,000 
pounds at a speed of from 300 to 350 
— per hour at an altitude of 30,000 
eet 


THE COOPERATIVES .. . by D. B. 
Chase, L. K. Lasser & Co. Phe cooperative 
movement in this country, Mr. Chase 
states, is becoming a tax fostered Frank- 
enstein. In this article he tells us that more 
than 800 thousand of these organizations, 
with an income of five billion dollars, 
evade taxation with the acquiesence, if 
not the blessing, of the law. 


A CHILTON ® Pue.icarion 


i 


Telephone: MUrray Hill 5-8600 
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Profit Sharing 
Industries Plan 
to Form Counci 


CLEVELAN D— Organiza’ 9na) 
meeting of a Council of © rof; 
Sharing Industries will be hel 
at the Hotel Carter here Oc: 17. 

Purposes of the council wi | be 
to foster research in employ re. 
lations as it affects profit shaving: 
to bring together those inter: steq 
in profit sharing; to assemble anq 
disseminate information on the 
subject, and to cooperate with 
persons and companies engaged jy 
installing such systems. 

Ultimate purposes are said tp 
be (1) strengthening the free ep. 
terprise system through extersion 
of profit sharing in industry; (2) 
providing a mass base for cap. 
italism and (3) “industrial democ. 
racy by attaining industrial peace 
through applying ethical prin. 
ciples to human relations in in- 
dustry.” 

Dr. Robert S. Hartman, Wooster, 
O., is chairman of the organizing 
committee. 


$785,435 PAID 
BY QUAKER OATS 


Cuicaco—Profit sharing checks 
totaling $785,435 have been dis- 
tributed to 6,000 employes of 
Quaker Oats Company for the 
fiscal year ending June 30. 

R. D. Stuart, president, said the 
amount represents an average of 
nearly one month’s extra wages. 
He said the payment brought to 
$6,576,361 the amount of profits 
distributed to employes since 1936. 


Signs Bill Stern 


Consolidated Cigar Corporation, 
New York, has signed to sponsor 
Bill Stern’s sports program, effec- 
tive Sept. 1, for Harvester cigars 
over WNBC, New York. Erwin, 
Wasey & Co. is the agency for 
Harvester cigars. 


Names Gotham Agency 


International Diesel Electric 
Company, Long Island City, maker 
of diesel and gasoline-operated 
generating plants, has appointed 
Gotham Advertising Company, 
New York, to handle a newspaper 
advertising campaign in Mexico. 


Noble Names Everhart 


Jill Everhart, formerly fashion 
artist and display designer, has 
been appointed fashion director of 
Thomas B. Noble Associates, New 
York. 


ow tviie ie a 
fh and 0 Hi ‘ 


Your product, your name 2 
your display all work pfether w: 
an.OKC point-of-sale unit fz 
dominance with its form and 

Hats, gloves, underwear, jew! 
food and, druf items, machinery 
matter what you sell, Old King 
can help you. Write for 
new brochure of display idex 


O1d King Cole Disph 


INC 
CANTON, OHIO 
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1 MONTH TO 
REDBOOK, IOWA 


There 1s aloo a MAN i the heart of 


REDBOOK. Maryland 


And it’s a good thing that the gals take 
him into their confidence when they’re 
buying, because he’s the one who digs 
down and makes the cash register happy. 
More often than not, he bumps up their 
spending, because he’s read an attractive 
advertisement in Redbook magazine 
that puts the product right down his 


alley. 
With an average family income after 


THEY LIVE 


Send for the Redbook State-by-State analysis of family buying power. 
Write or phone Redbook, 444 Madison Avenue, New Y ork 22, New York 


taxes, of $4,022, these young Redbook 
families in Maryland do right by Red- 
book advertisers. They spend over 
$17,000,000 for food. Redbook families 
alone give Maryland drug stores 
$2,215,000 worth of business. 

What a market to reach at the pro- 
rata rate of $53 a page! And Redbook 
gives 100% coverage of that market. When 


do we get the order? 


™-%# REDBOOK. U.S.A! 


NOTHING BEATS YOUNG 
FAMILIES 


Young people who are going places and want 
things—that's the audience your advertising 
reaches in Redbook — and the majority of 
them are 35 or under. It costs money to raise 
their families—and they've got the kind of 
money it takes— 
$6 billion of it. 
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Bailey. 


Courtesy of Ringling Bros. and Barnum & 


IN OVER 6,500,000 HOMES ___. FROM COAST TO COAST 


Covering 10 major markets through the Sunday Issues of 


New York Journal-American Detroit Times Los Angeles Examiner 
Baltimore American Chicago Herald-American San Francisco Examiner 
Pittsburgh Sun-Telegraph *Milwaukee Sentinel Seattle Post-Intelligencer 


Boston Advertiser 


(*Milwaukee Sentinel represented for Pictorial Review only) 


A HEARST PUBLICATION REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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Only in Pictorial Review 


a ie 

= ry woe 
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can you put your act 


exactly where you want if 


When you put your act on the Pictorial Review circuit, you handle the booking 


yourself, And you fix your own dates. 


flexibility to the supercharged pull of Pictorial Review’s star-studded cast—and 


you've a sales combination that’s unbeatable. 


can you pick 
your markets—from 1 to 10O—exactly 
as you like. 


can you sponsor 
such a star-studded cast of writers 
and artists. 


You can play New York this week, Chicago next, the Coast the week after that. 
Or haul up the curtain on a simultaneous premiere in 10 great markets from 


coast to coast. Or take them one at a time. 


When you use Pictorial Review, you’re the director. Time your ads with distri- 


bution — or with seasonal variations. Identify local dealers. Add that kind of 


is advertising so 
rigidly limited to assure spotlight 
visibility. 


does such mag- 
netism of local entertainment news 
draw people to your advertising. 
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OFF TO A FLYING START |advertisers of 


Advertisers of 
Test campaigns can help a new product hurdle sales Press Influence 


resistance. In the South Bend, Indiana market tests are Lonpon—The alleged influence 
accurate, decisive, revealing. “Test Town, U.S.A.” is a tae Geen oh he allieies pos 
covered to saturation by one newspaper. The people who | Britain’s freedom of the press 
commission. 

Appointed in March of this year, 
typical of the nation’s industrial-agricultural structure. 8 a commission was charged 

quire into the press with 
Write for free market data book on “Test Town, U.S.A.” | the object of furthering free ex- 
pression of opinion, with the 
greatest practical accuracy in the 
presentation of news.” 

The group was also expected to 
“inquire into the control, man- 
agement and ownership of the 
|newspaper and periodical press 
j}and the news agencies, including 

he Te | the financial structure and mo- 
f rs ee /nopolistic tendencies in control, 

Saleio sid a a to make recommendations 

IND. ereon. 


live here buy here —not elsewhere. They are perfectly 


Soulh end 
“a 


STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES ee Me COE hee 
’ , ° e . 
| been broadened to discover the 


oes this happen 
to your prospects? 


Does your advertising sometimes lead prospects to a 
dead end? It does if prospects can’t find your dealers 


easily and quickly when they’re ready to buy your 
product or service. 


The more than 24,000,000 copies of the classified 
telephone directory (“yellow pages’) throughout the 
country are accurate signposts that will lead your 
prospects right to your local authorized outlets. 


They can do that for you through Trade Mark 
Service...a dealer identification service which displays 
. : your brand name and trade-mark over a list of your 
= dealers in the telephone directory for each community 
where your product is sold. 


It’s a proven method of making good advertising 
work better. 


For further information, call your 
bocal telephone business office. 


Advertising Age, September 8, | 947 


degree of influence which ad\ er. 
tising has on newspaper ing 
periodical policies. The com: jjs. 
sion’s secretariat recently se) | 
questionnaire to advertisers ng 
agencies asking whether they ‘e¢| 
that advertisers have any i). jy- 
ence on editorial policy, and i* go. 
whether it is voluntary on the art 
of the publisher or the resuli of 
“pressure.” 


Does Policy Influence Choic:? 


Recipients of the queries are 
being asked if they take the «dj- 
torial policy of a paper into con- 
sideration when choosing meiia, 
and whether there are any types 
of advertisements—such as bet- 
ting, liquor or patent medicine— 
which they have difficulty in 
placing. 

The commission also seeks to 
discover whether the advertiser 
or agency supplies editorial ma- 
terial to papers in which space is 
purchased, and whether the 
amount of space influences the 
editorial department’s willingness 
to print the material. In addition, 
it is interested in whether adver- 
tisers and agencies have noted 
any significant changes between 
the press and themselves in the 
past 10 years. 

What use the commission plans 
to make of the data it expects to 
collect has not yet been an- 
nounced. 


| a 
To Parents’ Institute 

The following have joined the 
New York advertising staff of 
Parents’ Institute: William M 
Byam, for the past 10 years ad- 
vertising manager of Angostura 
Wuppermann Corporation, the 
metropolitan edition of Parents’ 
Magazine; William G. Pursell, 
Baby Care Manual and Your New 
Baby; Robert Eldridge, formerly 
in charge of sales for the Fashion 
Fair, a division of Leader Enter- 
prises, Varsity, and Murray J. 
Appel, formerly with Vincent Ed- 
wards, Calling All Girls. 


Names Ramsey Agency 


Western Grocer, Marshalltown, 
Ia., division of Consolidated 
|Grocers Corporation, Chicago, has 
named L. W. Ramsey Advertising 
| Agency, Davenport, Ia., as its ad- 
| vertising counsel. The agency will 
|handle the entire line of Jack 
Sprat food products as well as 
| Chocolate Cream coffee and Brown 
| Beauty beans. 


Adclub Names Sugarman 

Ben Sugarman has been named 
editor of “Ad-Sales Events,” pub- 
lication of the Advertising anda 
Sales Club of Toronto. 
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L adver. * man, Nicoll & Ruthman as adver- am ‘Leary | main features of the column will;earning pin money, choosing a 
er and Jolly Time Gets tising representative, all effective Santa Fe N es o be a tie-in with national adver- | college, job hunting, and buying 
com) jis- Sept. 1. They are Manchester| H. P. O'Leary has been ap-|tising campaigns, reminding ““Hi-| clothes. The new section is being 
r sent a Popcorn Boost Union (morning) and Manchester — pers ee ae Teeners” what to watch for and| offered to national advertisers on 
ers and d Evening Leader, Burlington Daily | CDarse_ Of public relations for the) what to do about planning parties,|a countrywide basis. 
| Q.uaHA— American Popcorn ; . | Santa Fe Railway Coast Lines. He 
hey ‘e¢] : é News and St. Albans Daily Mes . : : 
>. company here is opening the| senger. will make his headquarters in Los ' saad 
e a +8 argest ad promotion in its 20 snieeeiiees Angeles. Covering Catholic Schools, Churches, Convents, Rectories, Institutions 
 °0, eons of advertising for Jolly A ints F | —_—_— : 
the »art mye?’> 9 ppoints Ferguson 
resuli of me Popcorn. ; Southern Planter, Richmond, Start Teen-age Column 
. pag: lagen tei Va., monthly farm publication, has “Hi-Teener,” an  advertising- & 
jadian Magazines will spearhead | appointed Courtland D. Ferguson, | editorial column, will be launched ge ae 
hoic: ? the yush, supported by ads in| advertising agency, for forthcom-| shortly in 110 high school papers ADMINISTRATION 
ries ar |,12! newspapers and sponsored|ing business publication cam-/in 64 cities by University Re- Published bi-monthly at Milwaukee, Wis. 
the a proadcasts on 75 radio stations. | Ppalgns. search, New York. One of the 
nto con- Copy will stress the distinctive- 
¥ media ness of Jolly Time as the only 
ny a pes popcorn especially grown and 
as | et. fae pro’ ssed for home popping. The 
sdicino eproduct will be featured as pop- 
sulty ‘tt ping quicker with less heat, more 
crisp and tender, and as being 
5 free from hulls and hard centers. | 
=," Buchanan-Thomas Advertising | 
rial ma- me Company handles the account. " Pa . 
space is REpere ee In a survey of PM’s readers, 35.8% filled out and returne 
1er the M® Name Representative questionnaires . . . with absolutely no inducement offered. 
nces the Four newspapers in three Ver- 
llingness mont cities have appointed Gil- 
addition, 
r adver- ' 
re noted 
between 
s in the 
on plans 3. 
Kpects to 
een an- 
=) 
ined the 
staff of 
liam M. 
ears ad- 
ngostura 
nm, the 
Parents’ 
Pursell, 
‘our New 
formerly 
Fashion Did You Ever Hear of Such A Response ? 
rr Enter- 
urray J. 
— | We expected a higher response than the average newspaper survey because we know 
| how our readers feel about PM. 2,741 out of 7,659 people who were given questionnaires 
‘ ball | at newsstands, as they bought a copy of PM, filled them out and returned them by mail. 
solidated | We offered no inducement and the questionnaires were distributed by an outside agency*. 
cago, has 
iy gprs 4 | *This survey was conducted and tabulated by the Hooper-Holmes Bureau Inc. 
ency will 
of : ack THE AVERAGE This is just one striking evidence of the unique response that PM has created among 
well as ; 
1d Brown READING TIME its readers. 
SPENT ON A COPY | 
OF “FUELOIL & OIL Advertisers are rapidly discovering that they are buying much more than just circula- 
arman aoe , ; ‘ 
HEAT” UR | tion when they advertise in PM. They are buying the most receptive market in the coun- 
ts,” pub- nko” | | t ket that are alge 05 tla ane aa 
ts,” pub- ry—a market that responds to ages wholehearte ... with complete confidence. 
ing and {¥} AND 24 MINUTES. | y po pag y p 
| 
ae This is another of the impor- Sa 
tant facts uncovered by FACT s 
FINDERS ASSOCIATES, Inc., ys Haldeman- 
top flight national survey or- | 2 5 
ganization. in a personal face- | Send for a copy of the - Julius Publications: 
o-face check of owners and | " at : 
employees in 21 cities, from a rve results ; 60¢ an agate line doesn’t Seem |i : 
, su until m like a b 
lisi of their own selection. | discover that PM th ! y looks at the orders. My page in PM , nace 
| You will disc i€ cost of the space in ane 
| eaders are more responsive, willing to bet that exactly a day and a half. I'm 
Write for further facts. t d cated and have : at PM page will be the best b 2 
FU | better eau : ower made in the last ten years, and uy we've 
ELOIL & OIL HEAT more potent buying power as well as newspa , and that goes for magazines 
232 Madison Avenue than the readers of any 0 a bargain. 1 thi papers. PM at $1.00 a line would still be 
New York 16, N. Y. newspaper — anywhere. ‘nink the paper's reader interest a 


LExington 
2-4566 


oultheat; 


e dominant publication in an industry 
* selling annually to the U. S. public 


0,000.00 worth of new oilheating in- 
ons 


0,000.00 worth of replacements 
0,000.00 worth of parts 

0,000.00 worth of maintenance services 
10,000.00 worth of house-heating oils 


. 2 
“They all want oil burners!’’ 


nd reader 
: -++ 1 predict a great 
t it has demonstrated it’s right 
ertiser's money. 


HATA 


Represented Nationally by 
Lorenzen and Thompson, inc. 
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PHILADELPHIA — City, area 


nd 


BAY AND HIGHT 
POINT -OF -PURCHASE 


ABVERTISIAG 


In RADIANT 


COLORS 


| used half a million pounds of 


| newspaper space annually, al- 


| Adds School Directory | though its expenditure during the Hillman Boosts Crosier 


Theodoro ; Before joining Theodoro when it} = | fined largely to posters and short | . 
. Ups Denning was formed in 1945, Mr. Denning | Step Up Ad Drive /movie subjects. Community Ads, 
national representative for the|york Post and before that was'| i ‘ 7 i in’ 
Bronx Home News and New York oy its automotive staff. to Stress Savings Oneida Maps Fall Drive Promotion in 47 
ning from manager of the Detroit : 7 i ilver- 
office to midwestern manager. Issues Kitchen Catalog |efforts to convince Britons of the hau ee eee oo. 
pr gg Vr tte ppg he |importance of savings accounts to : 
ren, O. has produced an illus- the individual and the British paign this fall, with 29 page in-| will spend more than $7,50( 009 
trated Youngstown Kitchen cata-| aoonomy as a whole. sertions to appear in ” national uring 1947 for advertising ng 
3 : The committee—known during consumer magazines In September, ti th s h depart. 
lau of more than 18 suggested kitchen | 9.545, a5 the National War|October, November. and Decem- | Promotion, UNS atemay apart 
arrangements, as well as pictures ‘ . = "al lber. Batten. Barton, Durstine & |™ent of Curtis Publishing Com. 
Savings Committee—at one time | 2©'- ’ ’ ne 
| The agencies earmarked mo: of 
, , Spar 7 and snare their share of the (947 
| Everybody’s Weekly, rotogra-| first three months of 1947 was only|_ Hillman Periodicals, New_York, | travel and vacation busin fe 
DIMENSIONAL BRILLIANT |vure magazine section of €| about £73,500. Costs of posters | has promoted David F. Crosier | ; 
Write complete 4 begun carrying a school and camp | tising manager of the Hillman /|and 9 billion dollars. ; 
eC one ComPpane ae with schools grouped | ©!uded. Women’s Group, consisting of| ‘Those communities which are 


32 Advertising Age, September 8, 447 
Theodoro Advertising Service, | was classified manager of the New | 
Post, has promoted John F. Den- | Lonpon—The National Savings | ; | . $ 
|Committee plans to step up its | Oneida Ltd. Oneida, N. y. to Hit 7,900,000 
(tensive year-end advertising cam- | state agencies throughout the S 
log, containing full-color pictures | 
of the Youngstown line. ‘Osborn, New York, is the agency. |pany estimates. 
their funds to attract vacationers 
: . : |which is estimated at betwe: 18 
FULL COLOR RANGE | Philadelphia Sunday Inquirer, has al printed matter are not in- \from salesman to eastern adver- 
and listed according to classifica-| Since newspaper ad space is|Movieland, Real Romances, Real | making the greatest efforts to at- 
108 DAVIS STREET, SAN FRANCISCO 


® 


| tions. 


| scarce, the campaign will be con-| Story and Screen Guide. 


/tract visitors and industries are 


2. The place was busy as a beehive, with 
carpenters, directors, models and advertis- 
ing people. Sort of a dress rehearsal for 
the big unveiling on Thursday of that rear 
engine auto—The Tucker ‘48. 


5. By Noon Mr. Shaw says he couldn't begin 
to estimate the number of people jammed 
together in the lobby. Hundreds more out- 
side. “Come on, let us in. We saw the ad 
in yesterday's paper. It said the show opened 
today.” By this time the awful truth was 
known. 


It all happened about three weeks ago, at the New 
York Museum of Science and Industry, Rockefeller 


Center. 


3. Suddenly a wide eyed attendant busts 
into the office of Mr. Robert Shaw, the 
Museum Director. ‘The place is mobbed,” 
he says. “Thousands of people have been 
clamoring to get in.” 


6. The Sun, yes, the ONE AND ONLY 
NEWSPAPER, had run the announcement 
ad with the wrong copy. It said, “Opening 
Wednesday,” instead of “Opening Thurs- 
day.’’ The upshot was: the workmen cleaned 
up, the Tucker “48 was slicked up and 
genial Mr. Shaw opened the doors .. . 
for a premature peek without the usual 
admission charge. 


4. That's impossible! There must be a mis- 
take,” says Mr. Shaw. “Today is Wednesday! 
The newspaper announcements say it opens 
Thursday.” But Mr. Shaw takes one look 
outside. He knows his peas and queues. This 
one is rapidly getting bigger. 


WAS OUR FACE RED! 
BUT SO WAS THE PAPER, 
READ, THAT IS. 


THIS LITTLE INCIDENT points up the 
kind of advertising responsiveness that 
has won for this newspaper outstanding 
acceptance from advertisers who know 
the local market best. They depend on 
The Sun for fast, profitable ad-action. 


Che ees Sun 


NEW YORK 


Represented in Chicago, Detroit, San Francisco 
and Los Angeles by Williams, Lawrence & 
Cresmer Company; in Boston, Tilton S. Bell 


| obtaining the greatest share of 
the travel and vacation business,” 
the survey points out. ““New York, 
for example, has estimated that 
vacationers will spend about $] 
billion in that state during the 
current year. 

“California derives large bene- 
fits from tourists and vacation 
travel, as do the New England 
states, Florida, Michigan, Penn- 
sylvania and other states. The 
All-Year Club of Southern Cali- 
fornia states that visitors to 
southern California alone spent 
about $510,000,000 in trade and 
business channels during the year 
| 1946.” 
| The Curtis summary shows 
| what more than 160 city, area and 
|state groups plan to spend this 
| year to win tourists and vacation- 
|ers, to attract industries and t 
| promote agriculture. 
| Based on replies to question- 
naires, the results show that Cali- 
fornia communities plan to spend 
| $1,180,230 for advertising and pro- 
|motion this year, with Florida 
| next with $972,728. Washington 
|state ranks third in size with 
$578,000, not counting substantial 
| cooperative funds. 


| Silver Made Garod V.P. 


| Lou Silver has been named vice- 
| president and director of Garod 
|Radio Corporation, which was re- 
'cently purchased by Leonard Ash- 
bach. Mr. Silver has been na- 
tional sales manager for the 
Brooklyn company for eight years 
Saiiaciebapataincacig 


‘Fumol Names Bart 


Fumol Corporation, Long Is!and 
|City, N. Y., has appointed Stuart 
|Bart Advertising, New York, to 
handle Fumol OS 40, a concen- 
trated DDT compound used [0 
moth protection by dry cleaners 
throughout the country. A maga- 
zine and newspaper campaign wl!) 
follow initial business paper ad- 
vertising. 


Graubard’s to Mercre dy 


Mercready & Co., Newark. has 
|been appointed by Graub: rd’, 
|Ine., Newark, manufacture © 
uniforms, to direct its accou 


3 that are iE T 


1. CROSS COUNTRY NE V5 


| An aviation newspaper de 
voted to private flying . . 
reaches over |/3 of the air 
ports in the U.S... . circu 
| lation, 8,652. 


2. THE MAILBOX 


A direct mail advertising me 
dium devoted to the farmer 

. reaches over 19,000 farm 
homes of the South Plains of 
West Texas. 


3. MERCANTILE NEWS 


A direct mail advertising me 
dium devoted to the urban 
families of the great south 
plains of West Texas . . 
reaches over 28,000 town anc 
city homes. 


FOR RATES AND INFORMATIO? 
WRITE TO 


M. I. HALL 


PUBLISHER 
1007-A 13th, LUBBOCK, TEXAS 
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In a merchandising world that changes almost 


question- ‘ 
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TOTAL ADVERTISING 


ong Island . ; / : ; 
ted Stuart Philadelphia Daily Newspapers. Six days only (exclusive of Sunday) 
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TELL IT IN THE MORNING...TELL IT IN 


| he The Philadelphia Inquirer 


| RCULATION: DAILY . . . OVER 700,000 
LL | | SUNDAY... OVER 1,000,000 
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A@@-— Goes into more than 700,000 homes | : 


y | Ge Tops the next two papers combined — 


a ! | a 


ANT to tell your story to the most home-going New 
Yorkers? To the up-and-coming people who are MORE CUSTOMERS FOR YOU! 
earning the money to buy what they want? Look no 
further. Here’s the answer. New York Journal-American 
: Six Months Circulation 
The New York Journal-American goes home with 42 of for period ended March 31, 1947 | 
every 100 persons who buy a metropolitan evening news- * 


paper ... goes into more than 700,000 households. 


EVENING 
Journal-American readers make up the largest New York 105 1] 56 
evening newspaper audience ever offered to an advertiser. 5 


In setting your sights on reaching the lion’s share of New SUNDAY CITY AND SUBURBAN 


York’s families, tell your story in the evening newspaper 


preferred above all others. ] OO] 393 
5 5 


YOUR STORY STRIKES HOME IN THE SUNDAY TOTAL 


1,242,266 
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Advertising Age, September 8, 1947 


| Adds Devine to Staff; 
Gets Oehrle Account 


William R. Devine, formerly | 
with Julian Pollock Agency, has | 
been named production manager | 


of Harris D. McKinney, Advertis- | 


ing, Philadelphia. 

The agency has been appointed | 
to handle the advertising of | 
Oehrle Brothers Company, Phila- 
|delphia, manufacturer of venetian 
|blind tapes, drapery and uphol- | 
|stery trimmings. Trade publica- 
| tions and direct mail will be used 


Rockwell Boosts Weimer 
William F. Weimer, assistant 


advertising manager of Rockwell 
Mfg. Company, Pittsburgh, for the! Moore. 


jae several years, has been ap- 


pointed advertising manager of | 
__ | the company’s Pittsburgh Equi- 


table Meter division. 


Ashley Joins Coleman 


Frederick J. Ashley, formerly 


cago public relations firm, as ac- 
/count executive. 


a es a i , 


IF IT’S TIGERS YOU WANT... 


Use an elephant in India! 


| 

| 
— 
2 
ae | 


Z IF IT’S SALES YOU WANT... 


Use WTIC in Southern New England! 


By every measurement, station WTIC, Hartford, 
dominates the prosperous 


Southern New England Market. 


‘| sharp, which scored 10.1. 


with Carl Byoir & Associates, has 
-| joined Harry Coleman & Co., Chi- 


“Mr. D. A.’ Again 
Tops Hooperating; 
“Take It' Second 


New YorKk—Bristol-Myers’ “My; 
| District Attorney” held the top 
|place with 11.1 on the Aug. 39 
re Runner-up for the 
second consecutive time was ap- 
other NBC show, “Take It o; 
Leave It,” sponsored by Ever. 


| Still in the emcee role when 
| telephone calls for this report were 
made was Phil Baker, who is be- 
ing replaced Sept. 14 by Garry 


| The level of listenership was 
|inching up slightly, with the aver- 
|age rating of 4.9 up 0.1 over the 
| last report and down 0.9 from last 
| year. Sets-in-use (18.1) © in- 
creased 0.9 over the last report 
and over last year. 

Other programs on the first fif- 
teen: 
pO 10.0 


We Bee PRG... «wos iwaccccues 8.8 
ey: Sy |” ae eee ee 8.3 
OO ee 
7 RE er ae 8.2 
This Is wour WBI.........<0... 80 
Adventures of Sam Spade....... 7.8 


I a ae 7.8 
Manhattan Merry-Go-Round 7.5 
Dr. I. @ 7.5 


Sg A eee 7.4 
oS Ge fy | 7.2 
|Crime Photographer ........... 7.1 
Meet Corliss Archer 73 


Murder and Mr. Malone.......... 7) 

Columbia and NBC divided the 
popularity honors pretty evenly 
between themselves on this report, 
|; with each of them placing seven 
shows on the list. Three ABC pro- 
grams made the top fifteen, which 
in this case included 17 broadcasts 
| because of three 7.1 ratings. 


| Six Join AFA 

John H. Breck, Inc., Springfield, 
| Mass., and these five advertising 
agencies have joined the Adver- 
'tising Federation of America: 
| Thomas F. Conroy, Inc., San An- 
'tonio; Makelim Associates, Chi- 
| cago; Noble-Dury & Associates, 
| Nashville; Nolan & Twichell Ad- 
| vores Agency, Albany, and 
ie R. Pershall Company, Chicago. 
‘Names Russell Smith 


Russell B. Smith has_ been 
named midwest representative of 
the National Grange Monthly, na- 
|tional farm magazine published by 
|National Grange, Springfield, 
Mass. He will maintain offices at 
|612 N. Michigan Ave., Chicago. 


Reliance Names Smith 


| Reliance Tool & Motor Com- 
pany, Toronto, manufacturer 0! 
| fractional horsepower motors, has 
|placed its advertising with R. C 
‘Smith & Son, Toronto. Business 
papers will be used. 


| Garod Promotes Silver 


Lou Silver, national sales man- 
ager, has been appointed vice- 
|president and director of Garod 
|Radio Corporation, Brooklyn. 
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The next few months will be among the most 
crucial that our nation has ever faced. They will 
test, as never before, our economic strength, our 
ability to meet challenges from within and with- 
out now taking shape on the world horizons. 


* 


Is our postwar volume of exports nearing its peak and due for a decline? 
Whether there is an increase or a decrease, our domestic production 
and our domestic sales will be directly affected. 


What of England’s new tariff walls—such as the tax on American mo- 
tion pictures? Without foreign outlets for. our films — which always 
have produced large profits—must the American entertainment world 
undergo drastic revisions? How many other industries would such revi- 
sions affect? 


Questions like these—and there are many—are in the forefront of the 
minds of every American business executive ... BECAUSE .. . the sales 


curves of thousands of businesses in the United States are raised or de- 
pressed by the trade conditions of our neighbors to the North, South, East 
and West. 


* 


The 112,000 subscribers to World Report—most of them 
in managerial positions in American industries—know 
that 


IT 1S GOOD BUSINESS TO WATCH WORLD BUSINESS 
* 


83.5% of all subscribers to World Report say that a knowledge of world 
affairs is important to them in the conduct of their business. 


They read World Report every week to get the facts and reliable inter- 
pretation of the facts so that they may anticipate what is going to 
happen in the critical months ahead and plan accordingly. 


* 


THE WEEKLY 
Oa aaa see 
~ NEWSMAGATINE 
rt PRE: RRR sap Ho. 
OF WORLD AFFAIRS 


8 
ee ee 


World Report 


The only weekly news magazine devoted entirely to reporting, interpreting and forecasting the news of world events 


WORLD BUSINESS IS YOGR BUSINESS 


Published by United States News Publishing Corporation, Harold L. Behlke, Advertising Director, 30 Rockefeller Plaza, New York 20 
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Waxman Launches Drive 


Harry Waxman Company, New 
York, has launched a campaign in 
magazines, newspapers and trade 
publications to introduce its new 
Magic Form slip. Hicks Adver- 
tising Agency, New York, is in 
charge. 


Goldman & Walter Ups 2 


Jack Goldman, account execu- 
tive, has been named vice-presi- 
dent of Goldman & Walter, Albany 
agency. Henry Marsh has been 
appointed production manager. 


Food Industry to Meet 


The second annual convention 
of the Food Industry Exposition 
will be held on the Atlantic City 
Steel Pier Jan. 18-21. 


NOW OVER 


90,000 


CIRCULATION (‘current averace) 
ST. JOSEPH NEWS-PRESS 


St. Joseph Onzette 


Hooper Handed 
Another Rejection 
Slip by BMB 


New Yorx—The Broadcast 
Measurement Bureau has rebuffed 
C. E. Hooper again—and none too 
gently. 

Following a meeting of the 
BMB board research committee, 
President Hugh Feltis told Mr. 
Hooper that his proposed listener 
coverage index was “less accurate 
and no cheaper” than the tech- 
nique employed by BMB in Study 
No. 1 in 1946. 

BMB’s action came exactly a 
week after C. E. Hooper, Inc., 
submitted a ballot system based on 
a postcard mailing to the group 
for use in regular or interim 
studies. He suggested three ques- 
tions—stations listened to most, 
stations listened to once a week, 


and stations which the family 
would like to listen to except for 
static or fading—to be substituted 
for what he termed BMB’s “omni- 
bus” query. 


Makes Letter Public, Too 


Mr. Feltis’ answer to Mr. 
Hooper’s proposition was in the 
form of a letter which ended: 
“We regret that since you saw fit 
to make the memorandum public 
before discussing it with BMB, 
we must, in all fairness, make 
public our reply.” 

Pointing out that BMB is “eager 
to discover any possible improve- 
ments” in audience measurement 
techniques, the committee said it 
searched Mr. Hooper’s memo- 
randum for evidence of such but 
found instead, among other things: 

1. Confused thinking. 

2. Misrepresentation of BMB 
measurement. 

3. Disregard of statistical in- 
tegrity. 

4. Conclusions drawn from 
false premise. 

5. Distorted research. 


eae 
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6. Relevant information with- 
held. 

“Since Hooperatings and BMB 
measure different dimensions of 
listening, correlation with Hooper- 
atings cannot be used to gauge the 
accuracy of a total weekly audi- 
ence measurement such as BMB,” 
the committee said, adding that 
Mr. Hooper had used “three de- 
vices artificially to reduce his sta- 
tion audience figures.” 

Mr. Feltis ended his letter with 
the assertion that “the proposed 
measurement lacks even the fea- 
ture of economy” attributed to it. 

“Except in counties where vir- 
tually all the population resides 
in measured cities, the sample 
would have to be augmented in 
every reported city to maintain 
the statistical reliability upon 
which BMB would insist. 

“On the basis of measuring ap- 
proximately 3,000 counties and 
1,000 cities as BMB did, this 
would come to 4,000 places; at 
your figure of $250 per place that 
would be $1,000,000 . . . and for 
this sum you would neither pub- 


is...100... és Toledo 


LENAWEE__ COUNTY... one of Michigan’s 
top counties in farm 


Lenawee is one of Michigan’s two counties with 
highest productivity index... the weighted yield 
per acre of all farm crops grown. Lenawee is 
proud of a number of significant ‘‘firsts’” —First 
among Michigan counties in winter wheat pro- 
duction, first in oats, first in alfalfa—and first, too, 
in number of sheep and lambs as well as swine. 
A county, in all, of rich and diversified production 


..and this is the 
TOLEDO BLADE 


The Blade is very proud of its 
coverage in the city of Toledo and 
in the metropolitan area... and 
— proud of the degree to 
w 


ich it is regularly received on 


lish nor distribute area reports 
network reports or station audij- 
ence reports.” 


Hooper May Still Bid 


At the same time BMB left the 
way open for Hooper to bid along 
with other organizations for con. 
tracted mechanical operations oy 
future studies. 

“Nor does this action restrict 
your opportunity to offer the pro- 
posal to stations and networks in. 
dividually as was your stated in. 
tent,” Mr. Feltis said. 

Emphasizing that BMB’ 
strength is in the fact that it js 
supported by the Four A’s, ANA 
and NAB, Cort Langley, WOR. 
New York, technical research com- 
mitteeman for BMB, commented: 

“A great collection of practical 
research minds have passed on 
every step taken by BMB. It has 
not been perfect. But I don’t be- 
lieve it is possible for some one 
else to do a comparable job in 
such a short time.” 

E. P. H. James, Mutual vice- 
president and BMB board mem- 
ber, found a number of “stimu- 
lating ideas” in the Hooper memo- 
randum, which he termed a “re- 
finement of the postcard method 
developed by NBC.” However, he 
does not favor BMB’s putting the 
index to work since “Mr. Hooper 
failed to prove a good many things 
he claims in the proposal.” 


HOOPER TO PUT 
INDEX TO WORK 

New YorK—C. E. Hooper, Inc., 
will put its listener study index— 
the coverage method rejected by 
BMB—to work in certain areas 
soon. 

This announcement was made 
by Mr. Hooper after he received 
notification of BMB’s action on 
his latest research suggestion. 
When the researcher submitted 
his ballot system to BMB a couple 
of weeks ago, he said the service 
also would be made available to 
local stations and networks at the 
rate of $250 per county, plus $250 
per city when augmented samp- 
ling is necessary. 

“Results, in addition to being on 
a sample exceeding that used in 
the 1946 BMB study and reporting 
on at least as many counties and 
cities, in up-to-date, usable map 
form, will afford comparisons for 
counties, cities, day versus night 
and stations,” he said. 


AMA Plans 2-Day Meet 


The American Management As- 
sociation will hold a two-day na- 
tional conference of industrial re- 
lations executives Oct. 2-3 at the 
Hotel Pennsylvania, New York. 


Jorgensen Joins Bennett 


Ric F. Jorgensen, formerly as- 
sociate editor of Aircraft Dealer, 
has been appointed an account ex- 
ecutive of Bennett Advertising 
Agency, Des Moines. 


NEW JERSEY’S FOURTH LARGEST MARKET! 
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...one of the fourteen counties of Northwestern | 
Ohio and Southeastern Michigan which form the / 
prosperous Toledo Retail Trading Area. Market- © one purpose—to merit incress- 
wise, “This... TOO...is Toledo.” & ingly the confidence so liberally 


accorded to it by the good people 
of the whole commu- 


TOLEDO BLADE **** 


One of America’s Great Newspapers a test market for many National Advertise’ 
REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. THE BAYONNE TIMES 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


NATIONALLY REPRESENTED BY 
: BOGNER & MARTIN 
ea 295 MADISON AVE, WEW YORK © 228 M. LA SALLE ST, CHICAS? 


\ the farms and in the towns of the RN 
industrious and productive coun- 
ties which are the Toledo Retail 


ZA fe | 
VOACANNOT’ BE SOLD 
Trading Area. The Blade has but | 


UTS IDE 


The BAYONNE Times is the only newspope’ 
that can sell this wealthy New Jersey mo:«e! 
home of over 100 diversified industries. Sen? 
for the new BAYONNE TIMES 1947 Market Dolo 
Book and find out why Bayonne has becom 
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RUBBER INDUSTRY 
CHAMPION OF AMBRICAN 
LIBERTY AND\FREEDS 


PHOTO BY N. H. HAMMERL 


MICHIGAN’S GREATEST 
ADVERTISING MEDIUM 
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‘ Represented by 
ee ©. &. 3. PETRY 
é 
THE GOODWILL STATION, INC.,, cisner soc, DETROIT 
; G. A. RICHARDS HARRY WISMER OWEN F. URIOGE 
3 Pres. Asst. to the Pres. V. P. and Gen. Mgr 
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Institute Readies 
Third Ad Drive 


for 1-Way Bottle 


Can Makers May | 
Resume Promotion 
Next Year | 


New York—The Glass Con-| 
tainer Manufacturers Institute | 
will shortly follow up West and | 
East Coast promotions already | 
launched for the light-weight, | 
non-returnable beer bottle with | 
a campaign in the Baltimore-| 
Washington-Philadelphia areas. 

Several months ago the insti- | 
tute launched an intensive news- | 
paper and radio drive on the West 
Coast, and it is now making a 


breweries are supporting the 
localized drives with advertising 
of their own. 

In addition to industry-spon- 
sored campaigns, individual com- 
panies are running advertising of 
their own. Owens-Illinois, through 
J. Walter Thompson Company, has 
been using both consumer and 
business publication advertising 
schedules to plug the one-way 
bottle. Anchor-Hocking, through 
Griswold - Eshleman Company, 
Cleveland, has been plugging the 
bottle on “Crime Photographer” 
and previous radio shows. That- 
cher Glass Mfg. Company, through 
Taylor Ward, Inc., Ithaca, N. Y., 
has been concentrating its pro- 
motion in business publications. 


Glass Container Manufacturers 
Institute advertising is handled 
by JWT. 


BEER-IN-CANS DRIVE 
MAY BE RESUMED IN ‘48 


New YorK— Still unable 


companies 


promote beer cans. 


iit. 
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intends to do much! The proportion is said to be even|a manufacturers’ agent. He wil] 
in advertising for the present to higher today. 


| make his headquarters in Cincin- 


On the other hand, American | ati. 
Continental does some trade ad- | executives are discussing the need 


vertising, through Batten, Barton,|for resuming advertising support Bostitch Maps Fall Drive 


|Durstine & Osborn, but relies 
mostly on participation in the 
Can Manufacturers’ Institute cam- 
paign through Benton & Bowles. 
Continental makes Cap-Sealed 
beer cans. 


Spending Less Now 

American, through Young & 
Rubicam, is now spending only 
about $15,000 annually in beer 
and grocery business papers for 
Keglined beer cans. This con- 
trasts with a peak of about $1,- 
500,000 a decade ago when Amer- 
ican was first introducing these 


| and then to newspapers. 


| Despite the steel 


for the Keglined brand. A sub- 
stantial consumer campaign for|R. L., 
1948 may be authorized. 


Names Butler Brothers 


Stewart - Warner Corporation,|be “A Bostitch Fastens It Better 
Chicago, has named the Chicago|and Faster with Wire.” 
branch of the appliance division a 
of Butler Brothers as distributor 
in the Chicago area for Stewart-| Vatcher Transferred 
Warner 
equipment. 


Spinney Joins ‘Parade’ 
Hazen P. Spinney, 


: Higgins has 
cans, with the help of a Ben — Fy, lines sy Soskie teas succeed Mr. Vatcher in Toronto. 


Bernie network show. Emphasis joined the sales staff of Parade, 
\later was switched to magazines |New York. 


Shortage,| Haas Starts Own Firm 
American says that Keglined sales 


Bostitch, Inc., East Greenwich. 
through James Thomas 
Chirurg Company, Boston, wij! 
launch a magazine and trade pub- 
lication campaign this fall for its 
personal stapler. The theme wil] 


radio and_ television 


T. G. Vatcher, for many years 
public relations director of Spitzer 
& Mills, Toronto office, has been 
transferred to the Vancouver of- 
fice in the same capacity. E. B. 
been appointed to 


formerly 


Gets Nut Account 


“| East India Nut Company, Chi- 
_cago, importer and packer of nut 
Herman C. Haas has resigned as| meats, has placed its advertising 


to|are now about 10% above 1941. | vice-president and general sales| with Phil Gordon Agency, Chi- 
‘meet brewers’ demands, neither|A total of 186 of 507 brewers in manager of Trimz Company, Chi- 
check to see how sales of the one- 


cago. Newspapers, car cards and 


way bottle compare with othe ‘American nor Continental Can|the country were then using cans. cago, to enter his own business as | radio spots will be used. 
r 


containers. Nine breweries are. 
using the bottles, which are being | 
turned out on the Pacific Coast at) 
the rate of 5,000,000 units weekly | 
by four glass container manufac- | 
turers: Owens-Illinois’ Oakland | 
plant; Anchor - Hocking; Glass 
Containers, Inc., and the Los An- 


geles Latchford Marble Glass 
Company. 
A 13-week campaign, ending 


Dec. 13, is now under way to pro- 
mote the one-way bottle in the 
New England area. Duplicating 
the West Coast advertising, in- 
sertions of varying sizes ranging 
to full pages are being scheduled 
in 13 dailies of six cities in Maine, 
Massachusetts and Rhode Island 
(including Boston, Portland, 
Providence, Worcester and Spring- 
field). Just as on the West Coast 
where radio spots were used when 
Los Angeles newspaper space cent 
tight, radio announcements are 
being scheduled in Providence | 


whenever newspaper space is un- 


available. 
Both Local, National Brands 


Two dozen local brands of beer | 
and ale in the New England mar- | 
ket are using the non-returnable | 
bottle, as well as a dozen na-| 
tionally known brands. 

The institute reports that more 
than 100 brewers throughout the 
country are now using the one- 
way 12-ounce bottle, and a green 
quart-sized bottle. Individual 


TOBACCO SALES 
UP 4 TIMES 
SINCE 1940! 


Facts are stubborn things, Mr. Advertiser, 
Mr. Space Buyer. Winston-Salem is the to- 
bacco market place for 19 counties and their 
allotted 160,407 acres, in the NATION'S 
GREATEST TOBACCO STATE. 


75,531,012 pounds of tobacco sold for 
$31,511,601.22 in 1946. 


47,405,732 pounds of tobacco sold for 
$8,134,823.61 in 1940. 


A substantial part of the 31’. million dollars 
that the farmers earned last year was trans- 
formed into Retail Sales in Winston-Salem 
and vicinity. 


Another powerful reason why U.S.’ 
100th Market is a must’ for advertia- 


ers with something to sell in the South's 
No. 1 State! 


JOURNAL and SENTINEL 
Winston-Salem, North Carolina 


National Representative: 
KELLY-SMITH COMPANY 


Circulation of the Sunday Journal and 
Sentinel now exceeds 50,000! 
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He will directors’ group, a specified sum Q s : 
. Cincin- Group Announces for funeral expenses. Payment FMA uestioning 
“ may be in one lump sum, or in| 4 
Dri Offer of Prepaid annual payments spread over five 1,109 FM Units 
Tive years. The amount of payment is : 
eenwich, Funeral Expenses always less than the credit toward on Petrillo Stand 
Thomas SrATTLE—Two-color advertising | funeral expenses. Thus, at the age WASHINGTON — The Frequency 
on, will is being used by the Washington|°f 30, a lump-sum payment of Modulation Association has sent | 
og las State Funeral Directors’ Associa- | $300 will provide $500 for funeral questionnaires to 268 FM oper- 
eme win tion to amnounce the “Purple | €xpenses. |ators now on the air, 708 author- 
It thin Cross plan” for prepaid funeral} At the time of death, payment ized by FCC, and applicants for 
expenses. Aye ve mace chrewny o cg WELCOMES LEGION—Outdoor Advertising, Inc., and Angostura-Wupper- ae ee lonee: 
In many ways similar to the pers is te VS. handing Ge mann Corp. created this outdoor poster seen ‘by people arriving in New York whether they , feel that FM's 
4 Blue Cross plan for prepaid hos- | Services, and any money not used : on the main line of the Ponacylvanta Relivoad. growth is handicapped by the re- 
pital expenses, the Purple Cross for funeral services is paid to the fusal of music czar James C. Pe- 
ny years is the first statewide offering of | eligible survivor. fall ares trillo to permit simultaneous 
f Spitzer prepaid funeral expenses by a| As a matter of protection to the pg ie bing agghiodine 3 "cee, | eee a Pte y pg Pew duplication on FM transmitters of 
has been @@ tate funeral directors’ associa-|Subscriber and for the handling] american Magazine, Collier’s,|ner Shoe Company, Gardiner, Me. | ‘€ programs originating on stand- 
= tf + tion, backers of the Purple Cross|}Of the advance payment, the! Farm Journal, Outdoor Life, Path-|He will have charge of styling, | @%d stations and networks. ; 
‘inted tq fae said. Funeral Service Association in-|finder, The Saturday Evening| merchandising and sales of men’s} FMA President J. N. (Bill) | 
‘oronto m Initial newspaper advertising |Sures the life of each subscriber | Post, Sunday News, Sports Afield, | shoes. Bailey said “scores” of FMA mem- 
q appeared in Seattle papers, using with Sunset Life Insurance Com- emis ge he News, —_—_ bers have indicated a feeling that 
4 ‘ei ; ica. Time an is Week Magazine. | . ] ical programs will 
urple and black. Advertising is | Pany of America _The Funeral ‘ beige "€-' Seidel Nam |popular mus prog 
tg by James R. Lunke & As- | Service Association is a non-profit — publications also are yee hae oe See help build FM audiences. 
any, ‘poo sociates. organization. : ‘<i. Maniac teen Unit por rd “We are going to our ee ; 
er of nut Under the Purple Cross plan a ‘ ° N ship and asking all FM broadcast- 
Te ’ York World- . : : 9” 
Paatising an individual pays to the Funeral | Dyofold Launches Drive Appoints Hjelgaard = bend denenaeneax slim it ph ce ers to give us their views, Mr. 
adie pon Service Association, Inc., wholly- W. H. Hijelgaard, formerly wi Bailey said. 


owned subsidiary of the funeral 


| 


Duofold, Inc., Mohawk, N. Y., 


Cannon Shoe Company and with | tive of Seidel Advertising Agency, 
manufacturer of health under- 


the men’s division of Endicott- |New York. 


OLKS who read Better Homes & Gardens 
aren't just whiling away idle time. 


We've screened out those casual readers. 
On purpose. We have no fiction, no side 
lines to lure them. 


But we've screened in 3,000,000 husbands and wives 
whose big interest is better living in a better home, 
and who have the money to live well. 
Editorial content does the screening trick: 100% 
service articles on better living in better homes 
attracts only the folks who are running, and buying 


for, a comfortable home — active homemakers. 


tisers just as much as to readers — because they 
screen a concentrated, active market for you. A 
market big enough to take the entire output of most 
factories. A market eager for everything that’s better 
— from freezers and new ranges and vacuums to 
new cake mixes. A market that devotes its income to 
its homes — and to everything that makes for com- 
fortable family living. 

No wonder BH&G is such a solid, economical path 
to your most fruitful market. No wonder more and 
more advertisers realize that 3,000,000 families like 
the BH&G group are too important to miss. (BH&G 
had the biggest percentage increase in advertising 


linage in 1946 among a// big magazines.) 


Chgo. AMVETS Resume 
Monthly Luncheons 


| The Chicago Advertising Post 
of AMVETS is back on its regular 
monthly luncheon schedule after 
two months’ summer _ vacation. 
Starting Sept. 10, the luncheons 
will be held in the Georgian Room 
of Carson Pirie Scott & Co. on the 
second Wednesday of each month, 
through June, 1948. Evening din- 
ner business meetings will be held 
on the fourth Wednesday of each 
month. 

The Chicago post, founded in 
January, 1946, has grown to a 
| membership of over 100. All mem- 
bers are directly employed in the 
advertising field. 


| 


‘Mahler's Names Kaplan 


Ben Kaplan, Providence, R. I., 
'has been appointed to handle the 
| advertising of Mahler’s, Inc., East 
Providence, electrolysis apparatus. 
| Newspapers and magazines will 
| be used nationally. 


' 
| 
' 
t 
“ 
| 


BH&G is a know-how book; it’s packed cover to 
cover, ads and all, with ideas and information on 
everything from re-roofing and painting to new 
strawberry shortcake recipes, the color of the new ~ - 
sofa, and the baby’s formula. | 


fresh facts on SERVICE THAT SELLS 


Seldom does any magazine except a technical 
publication achieve such a close one-to-one 
relationship between reader and buyer. That 
just boils down to the most economical way 
i to spend your dollars. May we tell you more? 


Aren't you missing a lot if your story isn’t in BH&G? 


ttt cm 


It’s written deliberately for better homes: suburban- 
type homes in which the income is among the high- 
est for a// big magazines. That means a spending 
power of billions a year to maintain the highest 
standard of living in the world for 10,000,000 people. 


right printer 


The 100% service articles are 100% service to adver- 


eller Homes «Gardens 


. Anthties Fiat Soe Magacine 
, . I a3 


Circulation Over 3,000,000 


xce.to Press... 


LITHOGRAPHERS + PRINTERS + BINDERS 
400 NO HOMAN AVENUE. CHICAGO 24, Ii 


0629, WoAng UDA - PND TI 


‘de “n—courtesy of B. Altman & Co 
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Appoints JWT 


Owens-Illinois Glass Company, 
Toledo, has appointed J. Walter 
Thompson Company to handle ad- 
vertising for its Kimble and Glasco 
divisions. Thompson already 
handles the Libbey and Glass 
Container divisions. Harlan Hobbs, 
formerly film division manager, 
has become sales promotion man- 
ager of the Kimble Glass division. 


Joins Christiansen 

Richard C. Hunt, who formerly 
handled special advertising and 
promotion at Ekco Products Com- 
pany, Chicago, has joined Chris- 
tiansen Advertising Agency, Chi- 
cago. 


Beate Tse 


= 


“THE LETTER SHOP, Inc. 


431 S&S. Dearborn St., Chicago 5, Illinois 


Monthly Cosmetics 
Buying Analysis 
Starts in Okla. 


OKLAHOMA City — Starting this 
month, Gwen Gibson Market Re- 
search here will publish “Beauty 
Buyers” reports for advertisers 
and agencies showing brand, price 
and other data reflecting pur- 
chases of 10 types of cosmetics. 

The monthly reports will be 
based on personal interviews with 
800 to 1,000 Oklahoma City 
women. Weekly reports will also 
be available. 

The reports cover purchases of 
lipstick, face powders and cake 
make-up, cleansing creams, other 
cosmetic creams, nail polish, sham- 
poos, home permanent waves, 
rouge, hand creams and lotions, 
and deodorants. 

“Beauty Buyers” reports, issued 
on the fifth of each month for the 
preceding month’s purchases, will 
show unit and dollar volume of 


|each brand, with a breakdown of | 


|buyers showing economic, em- 
ployment, racial and hair-color 
factors; prices paid by brand and 
economic group, place of purchase 
by various types of buyers, etc. 
Gwen Gibson, head of the or- 
ganization, promised that the re- 
search will later be extended to 
other cities. Cost of the monthly 
reports covering this city is $15 
per month for each cosmetic 
classification or $171 a year. 


To Lancaster Agency 


Hazel Bernstein, formerly copy- 
writer with S. R. Leon Company 
and J. M. Hickerson, Inc., has 
joined Lancaster Advertising 
Agency, New York, as copy chief 
and creative director. 


Jeffries Agency Moves 


W. C. Jeffries Company, Los 
Angeles agency, combining its 
Alvarado St. and Chamber of 
Commerce building offices, has 
moved to its own new building at 
1720 W. Ninth St. 
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Greenbelt Co-op 
Tax Setup Irks 
House Probers 


WaASHINGTON—The House small 
business committee last week 
claimed that the preferred tax 
position of the consumer coopera- 
tive at nearby Greenbelt, Md., had 
enabled the organization to pay 
less than 30% of the federal in- 
come and excess profits taxes than 
it would have paid had it been a 
private corporation. 

The committee objected to the 
tactics of co-op defenders who say 
that “non-tax-exempt cooperatives 
pay all the taxes paid by private 
corporations.” 

It pointed out that non-tax-ex- 
empt co-ops like the Greenbelt 
group are taxed on a taxable in- 
come “after deductions not al- 


= 


DOES YOUR ADVERTISING GET TO THE MAN 


wHosE YES cers ACTION ? 


Sell him through the pages that Top Management 


values more highly than any other publication 


for top-management? Write or tele- 


THE NEW 


hone for The Story of the J-of-C 
Market and a rate card. GET TO THE 
MEN WHO DECIDE . 
THAT HELPS THEM DECIDE. 


. . IN THE DAILY 


YORK 


SEDAN or a truck fleet? A vaca- 
A tion trip or a company shipping 
policy? An electric fan or a battery 
of turbines? You’ve got a_ better 
chance to sell if you put it up to the 
men with authority to order and the 
means to buy. 


By the thousands, these men—top 
management in many industries— 
each dlay read The Journal of Com- 
merce. It is a vital part of their 
morning mail. 

Because they know it is America’s 
most complete daily business 
newspaper—with many profit-news 
features to be found in no other 
publication. 

Because the J-of-C’s vital, up-to- 
the-minute business news, and reports 
of trends and exclusive price and 
supply factors help them make the 
day's decisions. 


* * * 


A Few of Thousands of 
J-of-C Advertisers 


Pennsylvania Railroad 


The $20-a-year circulation of The 
Journal of Commerce represents prob- 
ably the highest concentration of 
policy-making executives available to 
advertisers. 

Do you advertise a business prod- 
uct or service? A commercial or in- 
dustrial commodity? A consumer 
sroduct with a top-income market? 

Jo you have an institutional message 


53 Park Row, New York 15, N. Y. 


TOP MANAGEMENT’S 
GOOD RIGHT HAND 


Martin Aircraft 
| DuPont Products 
New York Telephone Company 


| KLM Royal Dutch Airlines 


Fruehauf Trailers 


Bankers Trust Company 


Ford Motor Company 
Schenley Distillers 


National Sugar Refining Co. 


= 
——s 
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Intensive concentration of top management 


lowed a private corporation.” 
These deductions consisteg 
largely of patronage refunds t, 
customers, which are subtracteg 
from net income before the com. 
pilation of taxes. The committee 
said that private corporations 
must pay their federal tax on the 
basis of gross receipts minus 4]] 
expenses, without further deduc. 
tions. 

The committee further claimed 
that customer patronage dividends 
may be made in cash or in stock 
It added that deducting patronage 
refunds from its net income be. 
fore application of federal tax en. 
ables it to save taxes, and to 
utilize its tax-free income to ex. 
pand its operations. 


Greenbelt Talks Back 


Officials of the Greenbelt Co- 
operative immediately replied that 
any privately-owned business 
which cares to make patronage 
refunds is entitled to the same ad- 
justed tax base as an incorporated 
consumer cooperative. 

Their statement pointed out that 
some private businesses, includ- 
ing mutual insurance companies, 
make such rebates. It cited R. H. 
Macy & Co., New York, which 
pays a 1% non-taxable rebate to 
deposit account customers who 
purchase over $100 in a year, and 
the Washington Wholesale Drug 
Company, which pays non-taxable 
refunds to its customers. 

“One conclusion the committee 
might have drawn from its table, 
but did not,” the co-op snapped 
back, “is that over half the net 
savings of the co-op over the past 
seven. years were refunded to its 
customers. We think that if other 
private businesses would follow 
this practice, our economic system 
and all free enterprise would be in 
a much healthier state.” 

The committee, which wants to 
show that co-ops are currently 
operating at an advantage over 
other privately owned businesses, 
has a special grievance with the 
Greenbelt group, which it accuses 
of maintaining a monopoly on 
services to the 7,100 inhabitants 
of the. experimental “Tugwell 
town” 14 miles from Washington 

Staff members estimate that the 
Greenbelt co-op paid $25,299 in 
taxes during the past seven years, 
but that a private corporation 
would have paid $85,447 on the 
same basis. 

Out of a net income of $163,821 
for the seven years, the co-op 
made $88,689 in patronage refunds, 
paying a tax on $75,132. 


Kaufman Promoted 


John L. (Les) Kaufman, for the 
past year promotion and radio di- 
rector of Universal-International 
Pictures, New York, has been ap- 
pointed director of studio pub- 
licity, effective Sept. 15. He will 
serve under John Joseph, national 
director of advertising and pub- 
licity. 


ERSIEIED 


Dii 
INDUSTRIES 
) esa 


Including 
25 FURNITURE FACTORIES 
(home of Art Metal Deck and Filé 
tomatic Voting 


Cabinets & Au Machir«! 
etc., ete.) 


Ps JAMESTOWN 
Post-Journal 


ONLY Daily Newspaper 


JAMESTOWN, N. Y. 


An Isolated market In 
Southwestern New York State. 
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Because it prints, to the exclusion of all else, the 
basic news of all business, The United States News 
is a "direct route" publication with The Baltimore 
and Ohio Railroad Company. 

This is true wherever you find management men— 
men who must keep abreast of what is happening 
that has a vital impact on their business. Because 


of this—year in and year out—the steady growth 


continues. 


Guarantee Jan. 2, 1948-300,000 


a ‘ 275,000 
- Circulation — 
{Since V-J Day 
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The United States News 
The only magazine of its kind 


THE BALTIMORE AND OHIO RAILROAD COMPANY 
TRAFFIC DEPARTMENT 
BALTIMORE, 1, MD. 


J. F. WHITTINGTON 
GENERAL PASSENGER TRAFFIC MANAGER 


R. Cc. MACLELLAN 
ADVERTISING MANAGER 


4. J. NUGENT 
ASSISTANT AOVERTIGING MANAGER 


May 12 1947 - 5 


The United States News 
30 Rockefeller Plaza 
New York 20, N. Y. 
Gentlemen: 
The United States News is a "direct route" 
publication with the Baltimore & Ohio Railroad, 
Over its main track it brings each week 
news of great importance to many of the B. & 0, 


executives, 


Cordially yours, 


ete, 


R. C. MacLellan 
Advertising Manager 


AROLD L. BEHLKE, 


ADVERTISING DIRECTOR, 


30 ROCKEFELLER PLAZA, NEW YORK 20, 


N. Y¥. 
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MOST of the important 


men in America are sports- 


se 


men...and more of them 
read SPORTS AFIELD 
than any other sportsmen’s 


magazine. 


*A sportsman with an appreciation of the finer 
things of life—and the leisure and means to 
enjoy them. 


For instance, a recent survey shows that Spend- 
o-crats not only own 40% more automobiles, 
but actually drive them 36% farther. To sell 
automobiles...sell Spend-o-crats. 
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WHAT... 
| WHERE .... 
HOW MUCH 


In The Greater Columbus Market! 


It’s All in the 1947 Columbus Dispatch 


CONSUMER ANALYSIS 


The first annual 1947 Columbus Dis- 
patch Consumer Analysis is off the 
Press. It’s the one book that will 
put you “in the know” about the 
Greater Columbus Market. Prepared 
for manufacturers, distributors and 


advertising agencies, it offers tested, 
| | Wet iy dependable information on brand 
“TAAASA WV ¥ oe = AASK \ popularity and market trends. 
3 eis... ‘ tty 5 . A ; oar . 
— ae AW YN » ae Pm. If you have anything to do with sales 


\ a a < a or advertising of foods, drugs, toi- 
r ' : 

\ = ew. < oy letries, cosmetics, beverages, paints, 
\ a7 AS u bee home appliances, tobaccos, automo- 
\ ae. >: ? = \ biles, foundation garments or travel, 


then this 170-page book that tells 

__* what they buy and where they buy 

—-\ if Will be invaluable to you in under- 

~ ‘Standing and reaching this rich Co- 
lumbus, Ohio, market. 


WRITE GENERAL ADVERTISING FOR YOUR COPY 


A Fhe Gotumbus Dispatch J 
SQ || owio's createst nome pany: || ( 


NATIONAL REPRESENTATIVE 


O'MARA & ORMSBEE, INC. 


NEW YORK CHICAGO DETROIT LOS ANGELES SAN FRANCISCO— 
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Advertising Age, September 8, 1947 


lhe Creative Wan Corner 


Making claims is nothing new to adver- 
tising. In fact, that is one of the grounds 
on which it is so frequently attacked. When 
it is so attacked, however, the cause can 
usually be found in its failure either to 
make those claims reasonable or to sub- 


In the original, the photographs were in 
color and most attractive indeed. Also, as 
you will notice, the various items of food 
in the second photograph are not placed 
any further apart than they are in the 
first. 
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Food 


in the Neus Genera/ Electric Space Maker! 


stantiate them with easily understood 
proof. 

Loud applause, then, for this G-E re- 
frigerator advertisement—which not only 
makes a clear and completely reasonable 
claim of one-third more food storage space 
but backs up that claim with photographic 
evidence. 


You Ought toKuow. 


There are a number of reasons why 
the three Harvey brothers make a story. 
In the first place, they’ve put together 
quite a business in the Harvey Comics 
Group, Inc., at a pretty tender age— 
they’re all in their thirties. In the sec- 
ond place, they are in business together 
of their own choice, which is not too 
usual for brothers. In the third place, 
they seem to like each other’s company 
so much that they spend a good deal of 
their non-business time together. 

The three brothers are equal partners 
in Harvey Comics Group. Only one of 
them can be president, and this happens 
to be Alfred, 33. His twin brother Leon 
is vice-president and editorial director, 
and their “big” brother Robert B., 39, is 
Vice-president and treasurer. 

The Harveys have been pushing 
steadily ahead since they organized their 
Dusiness in 1940, when the twins were 
in the tender twenties, and older brother 
Bob was still a relative newcomer to the 
30-year bracket. The brothers comple- 
ment each other, and also frequently com- 
Dliment each other. They defy the best 
traditions of fiction by insisting that they 
fave never had any real disagreement, 
either before or since they joined busi- 
hess hands. 

As Alf puts it: “We don’t think alike, 
but we agree alike.” 

_ Horvey Comics, Inc., was the more or 
‘ss spontaneous product of all three. 
Although it started modestly with only 
( magazine (and that, appropriately 
gh, titled “Pocket Comics,” circula- 
200,000) the firm has never had a 
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To the sour cynic that conducts this 
Corner, this particular specimen of taste- 
ful, well-planned, sound-selling advertis- 
ing comes like a teaspoonful of bicarb in 
a cool glass of water. Advertiser and 
agency may both take a well-merited bow. 
Would that this Corner might dispense 
more such orchids. 


e «Alfred, Leon and Robert Harvey 


“red” month. 

Launching of the comics- publishing 
venture was a sort of dovetailing of the 
brothers’ separate experiences. Alf had 
been in the advertising syndicate business; 
Leon (they call him Lee) was in the 
creative end of advertising; and Bob, a 
CPA, had been a financial reporter for 
the New York Times and other news- 
papers. 

Their father is a designer. They all 
grew up with some taste and talent for 
designing. Alf and Lee both were inter- 
ested in art and editorial work. Lee 
graduated from Pratt Institute, Brook- 
lyn, and Alf took technical courses at 
Columbia and Carnegie Tech, but did not 
graduate from either. Bob specialized in 
countable figures, and got a master’s de- 
gree. 

The Harveys take their comics re- 
sponsibility to readers seriously. For one 
thing, they are unusual in the field now 
for concentrating primariJy on comic 
strip characters already well established 
in newspapers, radio and movies—includ- 
ing “Joe Palooka,” “Terry and the 
Pirates,” “Green Hornet,” “Kerry Drake” 
and “Steve Canyon.” They think they 
have just made a ten-strike by adding 
the fabulous “Li’l Abner” to their string. 
Their business has grown until they now 
are among the leaders in the comics field, 
offering 4,000,000 guaranteed circulation. 
Until recently they have been primarily 
interested in their publications as news- 
stand properties; now, with appointment 
of Warren Thompson Mayers Company, 
New York, O. A. Feldon & Associates, 
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Chicago, and R. F. Gardner & Co., Los 
Angeles and San Francisco, as advertis- 


ing representatives in their respective 
areas, the Harveys have started vigor- 
ously to offer their circulation as an ad- 
vertising buy. 

The Harveys say they stick pretty 
closely to strip characters who are al- 
ready well known and widely dissemi- 
nated not only because they have the 
advantage of a large ready-made follow- 
ing, but because they are “accepted” in 
millions of homes. 

The comics magazine trend began 
about 1933, and really got rolling in 1939. 
Currently, despite the vicissitudes of the 
business, which have been many, total 
sales of all comics magazines are said to be 
about 40,000,000 copies a month. 

Comics magazine distribution is as com- 
plicated—only perhaps more so—as gen- 
eral magazine selling. Harvey, for ex- 
ample, distributes its 4,000,000-plus copies 
through 100,000 outlets. About 80,000 of 
them—newsstands, chain stores, drug 
stores and supermarkets—are served 
through 750 wholesalers. Then Harvey 
serves direct about 20,000 “special” out- 
lets, usually small “cracker barrel’ stores 
which buy only a few of each of the 
seven books at one time. 

Like other publishers, including other 
comics publishers, the Harveys have been 
taking a good look at their reading audi- 
ence. They find that the magazines are 
read predominantly by youngsters be- 
tween 8 and 16 years, with the peak be- 
tween 11 and 13. According to their sur- 
veys, there is a ratio of two boys to each 
girl reader for all the Harvey magazines 
except “Black Cat,” an original comics, 
which seems to attract as many feminine 
as male readers. 

Alf Harvey was in the Army for three 
and a half years, starting as a private and 
ending as a captain. He spent most of 
his military career in the Pentagon build- 
ing with the adjutant general’s office, 
publication division. There he helped 
standardize the hundreds of vari-sized 
military publications. He ended up, how- 
ever, as chief of the information branch, 
personnel affairs division, a special post 
created by Gen. Somerville. The Army 
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had gone in for visual training based 
largely on the comic strip technique, and 
Alf’s experience in this field proved of 
value. 

Like many other publishers, Harvey 
Comics made its own contributions to 


The Harveys—Alfred, Leon and Robert 


wartime morale. In 1942 it contributed 
“War Victory Comics,’ with 300,000 cir- 
culation, which was handled from first 
to last without profit, all proceeds going 
to Army and Navy relief and to the 
USO. Its most interesting contribution, 
the brothers think, came after Alf’s re- 
lease from the Army shortly after V-J 
Day. This was an edition of 250,000 
copies of “Joe Palooka Fights His Way 
Back,” contributed to the surgeon gen- 
eral’s office and intended only for dis- 
tribution to wounded men, primarily 
through Army hospitals. Artist Ham 
Fisher contributed the editorial material. 

So the three Harvey brothers see a lot 
of each other every day, running Harvey 
Comics, Inc., on a strictly even-Stephen 
basis. The association seems to work 
out so well that they have extended it 
to after-hours activities with Boy Scout 
Troop S101 in New York. Here Lee is 
chairman of the troop committee, Alf is 
scoutmaster, and Bob has a finance post. 
Lee and Alf were eagle scouts together 
at 14, and they haven’t lost any of their 
enthusiasm for Scout work. 


103 LBS. BELGIUM 


85 LBS. 


FRANCE 
36 LBS. ITALY 


26 LBS. 


4 RUSSIA | 
; 3 of 12 LBs. 


*-+ Midwest 
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and Rhodes Industrial, Inc., manu- 
Moss 6 Arnold Gets facturer of chemical products. 


Eight New Accounts Other new accounts are: Gift 


Moss & Arnold Company, New | Wrappings, Inc.; Wendell Plastic 
York, has been appointed adver- Fabrics Corporation, J. J. Har- 
tising agency for Kabar Mfg. Cor- mark & Co., real estate, ve: Mur- 
poration, manufacturer of elec-_ srs imei portrait and fashion 
tronic equipment; United Frozen PROSE rapoes. 

Food Distributors, Inc.; Braun-| 

Crystal Mfg. Company, manufac- | Begins New Air Service 
turer of packages and displays for | 
jewelry, cosmetics, stationery, ete., | 


| freight service between New York 
| and Geneva on Sept. 19. New York 


t 
SRO VERTISING 


EDITED FOR 


iTS READERS Appoints Winters 


Curtis R. Winters Jr., formerly 


Building _ 


|information and publications de- 
|partment of Southern States Co- | 
|operative, Richmond, Va. He will | 

| 


SUPPLY NEWS 


|head the advertising section of 
| the department. 


successive week, the Federal Re-| year ; CO | 
‘serve Board has reported a 6% | (12th) district showed a 7% gain, | 

Swissair, the airline of Switzer-|decline in dollar volume of de- 
land, will begin a passenger and | partment store sales. 


: P for the first six months over the 
|City daily and Sunday newspa- : . 
|pers and "heainese papers ot ig corresponding 1946 period, a 5% 
‘used, through Maxwell Dane, Inc.,| gain in July, a 1% gain in the 


, * 
|New York. week ending Aug. 2, a decline of bg Me — bgt a “or 
e it’s | a (2% for the Aug. 9 week and 6% ae OF See SM Ses 
BECAUS Week to Aug. 24, 46*. .255 


Aug. 16 and 23. 


| with McCormick-Armstrong Com-| week was well up over the pre- 
|\pany and Future, has been ap-|ceding week, however, 
{pointed assistant director of the| 949 on the 1935-39 index. 


/ago the index stood at 255 for the 
| 


hewn 
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tere Sa me 


Federal Weserve Figures on Department Store Sal 


me 


| 
WASHINGTON — For the second; the latest week, compared with a | 
ago. The San Francisco | 


DEPARTMENT STORE 
 SALESINDEX so 


1935-39 EQUALS 100 


The board reported a 9% gain 


decreases for the weeks ending 


Week to Aug. 17, ’47*. .239 
Month of July, 47... .287 


Volume during the Aug. 23) 


*Not adjusted seasonally. 


reaching pPreliminary. 
A year § 
\ J 


same week. | 
Except in the Far West, nearly and gains of 13 to 15% were re- 
all cities showed lower sales in| ported from Nashville, Portland, 


if you exhibit — you’re among a 
host of manufacturers who realize that this 
year’s Show is literally a preview of Tomor- 


row’s metalworking practices. 


in what space. 


Show Issue of IRON AGE! 


in the Oct. 16th issue of IRON AG 
100,000 regular week/y readers. 


THE IRON AGE 
* 100 E. 42nd St., New York 17, N.Y. 


‘ @ A Chilton ® Publication @ 


Place Your Soace \ 
Fo Fo Ue 


Advance re- 
ports indicate an all-time high in attendance 
at Chicago’s International Amphitheatre, 
Oct. 18-24. BE SURE visitors know you’re 
exhibiting . .. what you'll be showing . . . and 


Preview your exhibit in the 


Showing at the 
NATIONAL METAL SHOW @ 


1 

; 

: 

i 

; 

: 

‘ 

, 

' 

if NOF — do the next best thing: reach the . 

show-goers and the stay-at-homes alike, with : 

the Show Issue of TRON AGE. Make your i 

ad a display-case of your newest products and j 
services. Put yourself in the picture with 

the exhibitors. Remind customers while 2 

they’re on the spot — at the show — that Ft 

you’re a champion contender for their busi- | 

ness, too! Place a perfectly-timed message ‘ 

, 

f 

’ 

; 

I 

I 

q 


in the Oct. 16th issue of IRON AGE! 


Added bonus. Show-wide distribution is a plus value you receive 


E.... while at the same time you cultivate 


No rise in rates for this issue! 


Ore., Denver, Seattle and Salt 
Lake City. Greatest losses from 
a year ago were those in Milway- 
kee (down 23%), Toledo (down 
21%) and Chicago (down 20:;). 
The Chicago (seventh) district's 
17% sales decline was the greatest 
in the nation. 

Yr.to Yr. % Change 


Month Wk. Ending 
Federal Reserve of Aug. Aug, 


district and city July 16 23 
UNITED STATES... p5 —t —§ 
Boston District... p4 —18 i) 
New Haven ....—9 —30 l 
MOWEOR osc w ec b<< 3 —19 9 
Springfield ..... 15 —I18 — 
Providence ..... 2 —17 —4 
New York District 8 r—1l2 —] 
POOWEEE cccecess 3 —17 —f§ 
eae err re 7 —12 —17 
INGW BOK 6. cise 9 —1l11 
Rochester, ...... 8 —15 ' 
BYTACUBE 6. cvess 1 —23 2 
Philadelphia Dist.. 6 —t ° 
Philadelphia ... 4 —t ] 
Cleveland District. & -—7 12 
Se ae 10 0 j 
Cincinnati ...... 7 r—s8 12 
Cleveland ....... 11 r—10 18 
Columbus ....... 2 —13 —10 
_ 9 —o —21 
Pittsburgh ..... 3 —T —11 
Richmond District.—3 -——11 —)j 
Washington ....—1 3 —1 
Baltimore ...... —9 —18 10 
Atlanta District...—2 r—2 0 
Birmingham ....—3 1 6 
eee ee 8 10 * 
PIBENNO 6 oe o 0 0as 4 ro 0 
New Orleans .... 8 —2 7 
Nashville ....... —8S —14 13 
| Chieago District... p% —6 17 
SE ee 9 —§ 0) 
Indianapolis .... 5 —16 —19% 
ee 13 1 —10 
Milwaukee ..... 3 —§ —?2 
St. Louis District.. p6 r—1 —! 
| Little Rock .....—7 —13 8 
Louisville ...... p6 0 t 
je |! ee 10 —5 —12 
po eee p—2 —10 —1]1 
Minneapolis Dist... 6 * ‘ 
Minneapolis ..... 0 * 
ae. Ere 3 * 
Duluth-Superior. 15 * 
Kansas City Dist... 5 r—2 2 
RPOEWEE Go baa ets es 4 0 14 
WEGMOOM: asvikve esc —t —3 10 
Bansas City .... §& —3 ——) 
Ct, JOSGUR ... sex 12 —X* —S 
Oklahoma City... 0 --4 —-H 
ND 65 Ghee 82 3 0 i) 
Dallas District....—1 r—4 2 
RUN ERII ci a'6 \bed.4-<lae —2 ——N 1 
Port Worth ..... 7 4 3 
| 0 3 ] 
San Antonio ....—8 5 
San Francisco Dist. p3 2 7 
Los Angeles Area p2 3 5 
oS re 7 0 1 
San Francisco... 1 1 l 
POTtiOne cccecs p6 —3 13 
| Salt Lake City.. 16 11 15 
. SOREN x ctuscica 2 —!1 14 


r—Revised. 
*—Data not available. 
p—Preliminary. 


Issues Library Manual 


The New York Chapter of the 
Special Libraries Association has 
issued a fourth edition of its di- 
| rectory of material available in 
562 specialized libraries in the 
New York City area, edited by 
Fannie Simon of McCall Corpora- 
tion. The book is priced at $2 for 
association members and $2.50 for 
non-members. Copies are avail- 
able from Vera H. Knox, Tax 
Foundation, 30 Rockefeller Plaza. 


Names Tenrill 


Lee A. Terrill, formerly with 
the Kellogg Sales Company, Battle 
Creek, Mich., has been named an 
account executive of Campbell- 
Mithun, Inc., Minneapolis. 


my .ccURATE, THOROUGH 
~ QUPPING SERVICE. 


Your ads, your competitors 
and dealers’ ads, news, pit: 
tures, editorials... from 5,000 
magazines and newspape!s. 
Publication name, date, 2" 
circulation attached to each 
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nancial aid (19.8%) and furniture 
and accessories (19.3%). 
‘he tabulation of replies by 
Holden & Co. shows that while 
56.2% of the readers’ husbands 
seldom take business trips, when 
they do almost half prefer auto- 
i ee mobiles. Cars are by far (85.6%) 
the favorite mode of transporta- 
tion for vacations, with 18.5% 
choosing trains and 5.6% planes. 
As in other cases where percent- 
ages total more than 100%, sev- 
eral choices were registered. 


Many Lipsticks Used 


Of the 47 different brands of 
. lipstick which the readers re- 

od ported using, no one brand was | 
used by more than 14.3% of the 
panel members. With the 11 
brands of nail polish, however, 
it was a different story, with | 
, : 36.4% using the most popular | 
i ; brand. 

Percolators are the favorite | 
coffee maker with 49.1%, drip| 
types follow with 42.5%, and | 
vacuum gadgets trail with 39.2%. | 
Instant coffee gets 1.3% of the| 
votes as the most popular method 
of brewing the liquid. 
4 3 Sixty-seven per cent of the) 
3 1 panel members consider the no- | 
~ : rust feature to be most important 

: in the choice of window screens, | 
46.4% don’t want the screens to | 
stain the house, 39.7% like the) 
"4 1: kind which never need painting, | 
33% want the non-corrosive kind, | 


49 

id Salt < . 4 : . . | O’Day Corporation, a group of 450 
2s from ‘\merican Home pe Bae — bee a eurchase | Wandless Appointed ; Hagen Joins US. mont retail stores selling’ women’s ap- 
Milwau- | ient for them if they could, _L® Hora, Panama City daily| James E. Hagen, formerly an|parel. The agency’s San Fran- 

(down “tudy Shows Dogs | i Re h y newspaper, and El Universal, San | account executive of Batten, Bar- cisco office has added the account 
20) [partment sores, (ua, uate, len Gy, E's [is Jolued the ‘public relations| % Suto & Co» stock broker 

i . , . é . J.| has joinec ‘ 
listrict’s ire Favored Pets es ontles Coote law York. as | staff Of ». &. Steel Corporation, | 
eA wittmrs pot, er does aves te | Appolats Sloem U.S. representative Rew Yorks Comrie tot = = 
» Chan aie ’ | F. M. (Todd) Sloan, formerly | . Art Books 
fos b almost two to one. i  cmtiens Pde’ manager of Wes, Moves PR Department _ Three to Brisacher | saat Eile aon | 
B- Aug. ifty-five per cent of Me re- | tinghouse Radio Stations, Inc., has Western Air Lines’ public rela- The Los. Angeles office of ——— 
H 23 spondents to questionnaires sent | peen appointed manager of the!|tions department, including the| Brisacher, Van Norden & Staff has | Moulding Rubber 
6 ( 2,00 members of the American|home radio division of Westing-|news and advertising sections, is|been appointed to handle the ad- | S S RUBBER CEMENT CO. i 
: 3 Hone Reader-Consumer Panel|house Electric Corporation, Sun-|now located at 6060 Avion Dr.,| vertising of Lindsay Ripe Olive | 314.N. Michigan Ave. Cem. 3373, Chicago 1 \ 
- « have pets. Of these, 72.8% prefer | bury, Pa. |Los Angeles Airport. ,;Company, Los Angeles, and Mode | 
S r dogs, aS compared to 40.9% wae } 
a t have cats (some like both). 
; eport Number 17, the latest | 
ar study, shows that silverware is | | 
1 3 the most popular wedding gift, 
: 6 (21.9%), followed closely by fi-| 
-t} 


—EEE 


aes 


| 


and 28% prefer screens which |} 
won't bulge. Copper or bronze | 
screening drew 57.4% of the votes, | 
with aluminum (19.6%) in sec- 
ond place. 
anual Fifty-nine per cent of the maga- | ILLION 
pter of the zine’s panel members plan to pur- | 
ciation has chase mirrors or glass table tops, | 
1 of its di- with door mirrors the choice of, BIDDY 
vailable in 54.1%, mantel mirrors of 36.6% and | 
ies in the table tops of 30.2%. Almost half 
edited by 
111 Corpora- 
ed at $2 for | 
oo aptlbes REACH THE Time was when poultry raising was a “chicken- 
Knox, Tax 


feller Plaza. 


feed” operation. Today it’s a 2-billion dollar 
industry—and the most highly mechanized branch 


Active 


1y with | of agriculture. Tractors are indispensable hired 
merly with 
pany, Batts | hands on successful Poultry Farms. That’s why 
n named an 
a = | producers of tractors, tires, batteries, anti-freeze, 


gas and oil parade their wares in Poultry Tribune. 
It’s America’s leading specialized Farm Magazine. 


Watt Publishing Co., Mount Morris, Ill. 


competitors 
s, news, pic 
.. from 5,000 
newspope's. * 
e, date, ond 
hed to each 


he Post is edited for 


x Chicago: Peck & Billingslea 
ie active, buying half 


New York: Billingslea & Ficke 
‘ Cincinnati — people 


ho are going places— 
ho actively respond to 
dvertising. 


sading Specialized FARM MAGAZIN 


incinnati 
Post 
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James D. Woolf Talks... 


Salesense in Advertising | 


feel so helplessly uninformed 


Registered 


retired 


advertising 


tising, AA 


What's Your Objective? 


Advertising has been under fire | 


lately from several directions on 
the grounds that it is not suffi- 
ciently informative. 

There is plenty of truth in these 
charges. Much current advertis- 
ing is not salesmanship. It is 
merely “remindership.” Seemingly 
the advertiser has no information 
to impart. Or he figures the read- 
ers do not care. So he jollies 
them with a cob of corny humor, 
or announces with prideful dig- 
mity that his great-grandfather 


founded the business in 1801, or| 


maybe he treats them to an eye- 
ful of leg art. 

Trouble is, in such instances the 
advertiser is aiming at no clearly 
understood objective. The first 
question such an advertiser should | 


James D. Woolf, famed copywriter and 
vice - president of J. Walter 
Thompson Company, is writing a series 
of discussions on tested ideas and basic 


principles. While the series 


is aimed primarily at the small business 
man who may be a neophyte at adver- 


readers will find instruction 


and entertainment in the discussions and 
sidelights on advertising successes which 
will appear here each month. 


| Chatting at the door of his store, 
on our return, we were _ inter- 
rupted by one of his salesgirls: 
“The girl from the newspaper 
is here,” she said, “and she wants 
to know what to put into tomor- 
row’s ad.” 
| “Tell her,” replied my friend, 
“that she’ll find some stock cuts 
of watches in the second left=hand 
drawer of my desk. Ask her to 
pick out two or three cuts she 
| likes, and to dish up three or four 
lines of snappy copy. I am too 
busy to bother with it now.” 
“Tom,” I asked my friend, “how 
'much will that ad cost you?” 
| He figured a moment and said, 
| “Seventy-five dollars.” 
“And what are you so busy 
about right now?” I prodded him. 
| “Well,” he said, “I’ve got a few 


that interesting information about 
his merchandise — credible infor- 
mation—might bring business into 
his store? Jewelry is a mysteri- 
ous commodity, and most people 


| about it. 


Tell Them and Sell Them 


It cannot be urged too emphatic- | 


ally that there is selling power in 
information. Much that is inter- 
esting can be said about the small- 
est and most commonplace things. 
Maeterlinck wrote a wonderful 
book packed with fascinating facts 
about the humble little bee that 
buzzes so busily in your garden. 
There are hundreds of everyday 
products, things we see and use 
all the time, about which most of 
us are appallingly uninformed. 
Take beer, as a good example. Not 
too long ago I conducted a con- 


| mented malt liquors. 


sumer research study on fer- 
I uncovered 
an amazing area of ignorance. Not 
one man in ten, for example, 
could give my investigators even 
a foggy definition of such terms as 


Advertising Age, September 8, 1547 


bock, lager, weiss, pilsner. Wom- 
en were a complete blank. 

Almost without exception beer 
advertisers content themselves 
with catchy slogans and what my 
friend, the jeweler, calls “snappy 
copy.” Pictorially, there seems to 
be a growing dependence on what 
is known in the advertising trade 
as “cheese cake.” 

Beer must be at least as in- 
teresting as the bee. Surely some 
brewery could do a job for itself 


|with copy loaded with facts. 


Flavor, sparkling brilliance, car- 
bonation, and stability are four 
virtues that count heavily in beer. 
Malt and malt products, corn and 
corn products, barley and hops 
and cassava, and sugar and sor- 
ghum, are a few of the ingredi- 
ents. “Read on, my friend, and 
learn exactly how we blend these 
wholesome food elements into a 
really fine beer. Did you know 
that our bottles are soaked in 
scalding hot water and then air- 
brushed inside? Did you know 
that the spring water we use is 
chemically analyzed once a week? 


Let us tell you about our univ ie 
method which keeps our b er 
cloudfree—” 

And more of the same. W iy 
wouldn’t such copy, skillfu ly 
written, be read with interest « iq 
carry conviction? “Tell them aid 
sell them”—that’s salesense in 
advertising. Not only for bee: — 
but for ANY product or any re! xil 
store. 


‘Yes, but Is It True’? 

Another charge that is beng 
made more and more frequen ly 
is that much advertising isn’t 
credible. The exaggeration to be 
found in current copy, both retail 
and national, is almost beyond \e- 
lief. 

Can any toilet soap be so “ex- 
citing” that one steps from the tub 
“dynamically alive’? Will a little 
girl “clap her hands and cheer” 
when mom brings her vitamin 
pills to her? Can any whisky, 
even if it is “the product of rare 
genius,” be a “glorious and match- 
less bourbon of surpassing excel- 
lence”? Can any cereal give one 


BE IMISSING | 
rere d the prr0og: ) 


SUCH A LIST HAS OVER 42 MILLION 


ask himself is this: What is my |“¢ad-beat accounts on my books 
goal? What is the precise result |@"d I want to dictate a few col- 
I seek? It is true that my gen- lection letters. I’ve been putting 
eral objective is more sales and|it off for three weeks. After all, 
profits, but what exactly is the I figure my advertising is just sort 
role I expect my advertising to | of a good will builder, and I don’t 
play? | waste too much time on it.” 

| My friend has never thought his 
) My Misguided Jeweler Friend problem through. Is “reminder- 
| The other day I lunched with a| ship” the only possible function 
| retail jeweler friend of mine.|of his advertising? Is it possible | 


GS% ta 179% 
CIRCULATION COVERAGE 
in any size city or town 


To 18 million families living in 
Metropolitan Markets — 242 coun- 
ties under the influence of cities 
over 50,000 population. 


Gul 


_, 
CW4Y 
a 


(35% to 180% 


CIRCULATION COVERAGE 


in all places over 
1,000 population 


To 6-7/10 million families living 
in places over 1,000 population, 
beyond the influence of Metro- 
politan Markets. 


Call yourshote 
/ in THE ROTABIAN 


When you advertise in THE ROTAR- 
IAN, it’s almost as if you went to every 
one of 4,000 towns in America, stayed 
several weeks in each, studied its citi- 
zenship man-by-man, and then said: 
“These are the men I want to reach.” 


GRIT is the only national publication concentrating its more than 600,000 circulatic 
in that undercovered market. Grit is a must on any basic list. If you are appealing to ma 


markets for soaps, cigarettes, packaged foods, you can't afford to pass up this 12% « 
your national, non-farm market—the True Small Town Market. 


The readers of THE ROTARIAN 
have been hand-picked for you in ad- 
vance as community leaders, by thei: 
own fellow townsmen. 


(SMALL TOWN OR SUBURBAN TOWN 


‘en GIVES YOU THE ANSWE! 


You can’tafford to advertise toevery- | 
body in America—so, buy this leader- | 
ship circulation and let your message | 
percolate down. | 


hadorship cinowotion 
“Rotarian 


35 E. Wacker Drive, Chicago 1, Illinois 


© Two of America’s leading advertising agency mea 


keting-men asked for it. 

\ © Department of Commerce officials approved tt 
\ method. 

© American Marketing Association meetings in Ne> 
York, Chicago, and Philadelphia acclaimed it as 
great contribution to the advertising marketing 
problem. 

A Grit Representative will see that you get a cop 


for the asking. It’s a story whioh fits into you 
selling-plans now! 
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“) p-skip-and-jump” energy? 
‘reatest, best, unsurpassed, 
q) azing, marvelous, stupendous— 
worn-out old blockbusters 
, little conviction. There is 
no.ver of belief and persuasion in 
ur erstatement. Lincoln used only 
2960 simple words in his deathless 
Geitysburg Address—and there is 

no’ a superlative among them! 
pecially striking for its lack 
formation, it seems to me, is 
current automobile advertising. 
Almost without exception it con- 
itself to generalities. Irritat- 
o many people is the fact that 
the price of the advertised car is 


rarcly stated, even in approxi- 
ma terms. Is it in the $1,500 
class, the $2,500 class, or the $3,- 
500 class? Isn’t that the first thing 
the prospective buyer wants to 
know, and wouldn’t published 
prices be a service? 


The advertising of frosted foods, 
of home freezing units, and of 
locker service could, to its advan- 
tage, be much more informative. 
Few people really understand 
freezing as a method of food pres- 


ervation (the control of bacteria 
and enzymes, for example), and 
the many practical applications 
that are now being made. 

This deplorable lack of infor- 
mation is seen also in much of the 
advertising of such things as air 
conditioning, heating, refrigera- 
tion, and building materials. I 
am sure a Gallup poll on these 
subjects would reveal a general 
I. Q. of about zero. 

Fix on your objective—then 
“tell them and sell them” —and 
make it credible. That’s salesense 
in advertising. 


Lentheric Elects Mooney 


Lentheric, Inc., and Lentheric, 
S.A., Inc., New York, has elected 
Charles A. Mooney a director and 
vice-president in charge of Latin 
American and other Western Hem- 
isphere markets. Until recently 
Mr. Mooney was vice-president 
and general manager of Elizabeth 
Arden Sales Corporation, and was 
formerly in sales management as- 
signments with E. R. Squibb & 
Sons. 


Year-Long Drive 
Started by Bank 


on Profit System 


SEATTLE—As an aid to public 
understanding of what makes the 
wheels of business go around, Pa- 
cific National Bank of Seattle is 
conducting a newspaper advertis- 


ing campaign explaining simple | A c 2 


essentials of the profit system. 
“What is a profit?” the opening 
800-line advertisement asked. The | 


answer was set out in a series .| 


cartoon-style illustrations and a/| 
minimum of copy. This was fol-| 
lowed by an advertisement ask- 
ing, “What makes profit?” Two 


others in the series will be head- | 
“What is done with profit?” | 


lined: 
and “Who receives profit?” 


The campaign was developed to | 
continue the public service ad-| 


vertising of the bank, which 
earlier had stressed buying and 
holding war bonds. In the transi- 


tion to normal peacetime markets, | 
many banks began advertising for | 


MAGAZINE LIST MAY 
out of } OF YOUR PROSPECTS 


Take one of the finest lists, you can buy 


Ladies’ 


H. J., Woman’s H. C., McCall's, 


Good Hskpg., True Story, Life, Satevepost, 
Collier's, Time, Liberty, Amer. Whkly., 


and This Week. 


eines 


CIRCULATION, YET THIS IS WHAT YOU GET: 


1,000 population, 


67% 


CIRCULATION COVERAGE 
in True Small Towns under 
where 1 out 
of 8 of your prospects lives. 


3-3/10 million families be- 
yond the influence of Met- 
ropolitan Markets, in places 
under 1,000 population. 1 
out of 8 of your potential 
customers lives here. 


* 


* 


GRIT WILL INCREASE YOUR COVERAGE 
ON SUCH A LIST BY 18% 
AT AN INCREASED COST OF ONLY 112% 


GRIT PUBLISHING CO., WILLIAMSPORT 3,PA. 


Small Town America’s Greatest Family Weekly with over 600,000 circulation 


Grit is the most truly national of all Small Town publications 


WHAT IS A 
| | taco 


PAID OUT FOR TAXES 


a At 


| fiw 


PAID OUT Fe ATER 
Raw soppens # 


STARTS SERIES—This is the opener in 
a year-long series of newspaper ads by | 
Pacific National Bank of Seattle to ex- 
| plain the profit system. 


|individuals to borrow in order to 
buy consumer goods. But officers 
at Pacific National, “The Bank of 
Business,” felt they could perform 
a greater service by helping 
people understand how business 
operates. 


Reprints Draw Requests 


Reprints of each ad are mopner| 
to a list of 300 to 400 business an 
|professional leaders in the com- 
munity. Top men in labor, too, 
are included on the list. Although 
two-thirds of those receiving re- 
prints are not even customers of 


to help spread the idea that busi- 


the bank, the mailings are made 
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ness must tell its story. 

From the mailing, the bank has 
received many requests for re- 
prints, indicating use of the ad- 
vertisements as plant posters and 
for circulation well beyond that 
of the initial newspaper adver- 
tisements. 

The campaign is projected on a 
two-year basis, with profit as the 
subject during the first year. 
“What is capital?” is the subject 
for the second year. 

Thomas W. Paul is the bank 
vice-president in charge of adver- 
tising. The account is handled by 
Mac Wilkins, Cole & Weber, Se- 
attle. 


Glenwood Releases Ads 


Glenwood Range Company, 
Taunton, Mass., has scheduled the 
most extensive fall advertising 
|program in its 69-year history, 
| with 400-line insertions to break 
| the latter part of this month in 96 
|daily newspapers. Supplementing 
| this will be two-thirds page in- 
\sertions in the New England and 
middle Atlantic editions of Wom- 
han’s Day. Alley & Richards, Bos- 
ton, is the agency. 


Launches ‘Teen Tidings,’ 
Sponsored Ad Column 


Dixon Gayer, New York public 
relations counsel and teen-age 
magazine writer, will launch “Teen 
Tidings (for Judy and Joe),” a 
teen-age sponsored advertising 
column along the lines of Nancy 
Sasser’s “Buy Lines,” early in Oc- 
tober, with 13 newspapers on the 
schedule. 

Newspapers signed are Boston 
lise Traveler, Chicago Trib- 


une, Cincinnati Times-Star, De- 
troit Free Press, Indianapolis 
News, New York World-Telegram, 
Philadelphia Inquirer, Pittsburgh 
Press, St. Louis Post Dispatch, St. 
Paul Dispatch and Pioneer Press, 
'and Washington Star. 


Tthiags are hygocwing tir PEORIA 


Buses are crowded, streets are jammed. 


Stores are filled. Business is good! This thriving, 


typical American city has stepped into the Nation’s spotlight. 


Two recent surveys show that (1 


Test City, (2 


Peoria is the first Radio 


Peoria’s WMBD has the highest bonus audience 


in the country, on the first 15 evening shows. 


NO. 1 RADIO TEST CITY IN THE 


UNITED STATES* 
and = advertising 


Sales experts 


choose Peoria as best radio test 


city. Over twenty years of out- 
its clients 
and community has kept WMBD 


first in Peoriarea. 


standing service to 


*Test Market Survey conducted by Sales 
Management magazine (June '47). 


First in Peoriarea 


CBS AFFILIATE 


TOP BONUS-AUDIENCE DELIVERING 


STATION * 
WMBD delivers larger bonus 
audiences than any other station 
in the country on the first 15 
evening shows. Every CBS show 


on WMBD has a Hooper rating 
higher than the national. 


*THE BILLBOARD'S Continuing Pro- 
gram Studies (Dec. '46— April "47). 


Peoria, sida 


50900 WATTS 


Edgar L. Bill, President @ Charles C. Caley, Exec. Vice-Pres. @ Free & Peters, National Representatives, 
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Sunoco Signs Three 


to Replace Thomas 
Sun Oil Company, Philadelphia, 


has signed 


ton reporter, 


eign 


affairs authority, 


Frisco Campaign 
Helps Switch in 


Ray Henle, Washing- | 
Felix Morley, for- 
and Ned 


Brooks, specialist in domestic af- | 


fairs, to 


20 
Thomas simi aioe Wa TE Phone Numbers 


Thomas begins 
Procter & Gamble over CBS start- 
ing Sept. 29. 


newscasting for | 


| San Francisco— Bugs Bunny 
|and advertising were spectacularly 


EA=ZZ 


< 


|effective in helping Pacific Tele- | 
|phone and Telegraph Company | 
put over its recent mass number | 
| change here. 

More than 325,000 telephone | 
numbers were changed in San)! 
Francisco and the East Bay on) 
Aug. 10. Thanks to the intensive 
advertising campaign begun six | 
weeks before the switch, accord- | 
|ing to George Foster, Pacific Tele- 
phone’s advertising manager for 
‘northern California, only 6% of 
'the calls made on the first day 
after the change were wrong. 


Officials say a wrong calling rate 


ADVERTISING 
AGENCY 


IT'S NOT TOO EARLY 
to plan your copy and 
layouts for the catalog 


pages in the Annual 
: January ‘ 
DEALERS’ DIRECTORY 
ISSUE OF BUILDING 
SUPPLY NEWS 


| ties of the number change. 


|of 30% would not have been sur- 


Advertising Age, September 8, 


prising, because of the complexi-|and the possible negative effects 
|/on service prompted the company 

Automatic devices which re-|and agency to plan the Aug. 10 
corded wrong calls served as ad-| program with the care of a na- 
vertising checkers. This was one | tional campaign. New directories 
campaign that was measured with; were planned with special covers 
pin-point accuracy; it probably | plugging the change; business 
would be impossible to find more | houses were notified to allow them 
perfect control conditions for test- to get new numbers on stationery 
ing the effectiveness of any spe-|re-orders and their own promo- 
cific advertising. \tional material. Bill stuffers, 


Little Premature Use folders and number change cards 


| were blocked out. 
By the afternoon of the first Arrangements were made with 
day, the wrong call rate had/| 


. |Warner Bros. Cartoons, Inc., for 
dropped to 4%. It continued the use of Bugs Bunny to carry 
steadily downward thereafter. the company’s messages and bid 
Premature use of new numbers 


was checked at less than 1%. 7 a See 
The company and its agency, Drive Starts in Dailies 
the San Francisco office of BBDO, Six weeks ahead of the change, 
used a previous San Francisco|two 70-inch announcement ads 
number change as a bench mark./appeared in local newspapers. 
Last year numbers were changed | Smaller space cartoon ads ran daily 
in three central office areas with| until the final week when four 
only minor promotional backing.| more 70-inchers appeared. Tran- 
At that time the wrong call rate| scribed radio spots, with the voice 
peaked at 31% on the first day|of Bugs Bunny, were aired for 
and a week later stood at 14%. three weeks, and a full showing 
Size of this year’s switchover | of car cards ran during the cam- 


Cincvnarioy 


van 


AVERAGE. 


ET PAID 


; po FIGURES show an INCREASE of 11,993 weekdays and 18,699 


Sundays over June, 1946 


... INCREASES of 93,031 weekdays and 


158,102 Sundays over June, 1940. 
Latest report shows that Detroit now has 1.166.000 men and women at 


work. This is 36°, more than the 860,000 reported for March, 1940. Average 


weekly payroll is over $55,000,000 and retail sales are running at an average rate 


of over $200,000,000 monthly, or approximately one fourth more than in 1946. 


You can most effectively bid 


the columns of The Free Press. 


for your share of this business volume through 


cr 


1. 
ees. 
i 7 eee i 


Beginning Sunday, August 10 


LOOK UP ALL 
TELEPHOE NUMBE'S 


in the New Directory—before you «: | 


Ve 


Vows 016 Govvrery yee veneer Wet tor he eat Hee ber 


REMEMBER pen ras ony onde, toy 


The Pacific Telephone and Telegraph Comp any 


HELPS OUT—This is one of the news. 

paper ads used successfully in avoid. 

ing wrong calls as San Francisco and 

East Bay switched over to new phone 
numbers. 


947 


| 


| 


| 


| 


| 


| 


| 
| 
| 


graph Hill, 
cable cars, etc. 


10 directory.’ 
/ers were advised to get rid of their 
‘old directories, tell friends their 
|new numbers, make new persona! 
| number lists. The company in- 
cluded a special number booklet 
ie - each directory. 


paign period. 

Telephone booth cards, displays 
and company vehicle posters were 
coordinated, with Bugs 
carrying the copy load. 

During the early part of the 
campaign the theme put into Bugs 
Bunny’s teeth was, “Don’t forget, 


Doc, your’ telephone number 
changes Aug. 10.” Bugs was car- 
tooned into local scenes—Tele- 


Switches to Directories 


Second half of the drive saw 
the emphasis switched to, “Don’t 
forget, Doc, look up all the tele- 
phone numbers in the new Aug 
Readers and listen- 


’ 


At the halfway point a 


indicated about 90% of all 


Another 
was made 


act date. 
check” in the 
the change and more than 90° 
gave the correct date. 


Mr. Foster summed up his opin- 
ion of the campaign’s success this 
“We’re more than please 
It is gratifying 
‘to see how promotion of this sor 
| properly directed, can do such an 


way: 
with the results. 


outstanding job. We consid: 
a definitely economical prog 
Too many wrong calls would 


been a major expense for our com- 
pany. And there is no way we 


can calculate the loss to tele; 


users had service been impaired. 


Dayton Power & Light 


Buys Ziv Show for WH 0 


Dayton Power & Light ( 0m- 
pany has signed a 156-week  on- 
tract—the longest ever signe bY 
Station WHIO for the pres: \‘a- 
tion of a half hour program —!o! 


the airing of ‘Favorite S 

Ronald Colman stars in this | 

eric W. Ziv package. 
Following their broadcast, ©! 


scriptions of the dramatic rial 
will be made available to D: ‘0! 
schools for use in ‘€¢! 


public 
English classes. 


|WHAT'S GOING 0 


@ Manufacturers and their adve 
agencies are using this inexr 
clipping service for collecting ec 
publicity, for making research 
market studies, for maintaining 
petitive advertising files and ! 
veloping sales prospects on © 
types of products and services. 
New Booklet No. 10 “How Busines 
Clippings” tells the whole sto 


BACON’S CLIPPING BU 


BUSINESS * FARM * GENE 
314 So. Federal St., Chicago 


Bunny 


Fisherman’s Wharf, 


spot 
'check was made by telephone to 
find out roughly how many people 
knew of the change. The survey 
tele- 
phone subscribers knew about it 
but only about half knew the ex 
“horseback 
final 
week. By that time 97% knew of 
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S. Puts Up 
aska Pulpwood 
rest for Sale 


\SHINGTON—The federal gov- 
ent on Oct. 1 will call for 
1 bids on eight billion board 


pulp timber in the Tongass | 


of Alaska. 

it amount of timber is esti- 
| sufficient to support pro- 
n of 500 tons of newsprint 
for 50 years. Frank Heint- 
1, chief of the Alaskan For- 
rvice, declared that the suc- 
| bidder will have to spend 
$300,000 to $500,000 the first 
for surveys and plans alone, 
the total cost of investment 
| be from $30,000,000 to $40,- 
)0, and that production of 


newsprint could begin in 1950. 
Secretary of Interior J. A. Krug 

has estimated that the Alaskan 

forests could supply in perpetuity 


up to one-fourth of newsprint de- 
mands in the U. S. 


The auction will be held in 


Bidders will be 


New York Printers 
Line Up Evening Course 


Enrollment for the 32nd season 
of evening courses in printing and 
related subjects given by the New 
York Employing Printers Asso- 
‘ciation will start Monday, Sept. 
|29, for association members and 
| their employes, and Monday, Oct. 
6, for employes of advertising 
agencies, publishers, buyers of 


as for association members. 
Enrollment, to take place at the 
association’s headquarters, 461 


classes are filled. Sessions of the 
courses, to be given at this ad- 
dress, will start the week of 
Oct. 20. 


Appoints Logsdon 

Farson & Huff Advertising 
| Agency, Louisville, has appointed 
| H. E. Logsdon public relations di- 
|rector. Mr. Logsdon, who is also 
an instructor in public relations 
in the division of adult education 
lat the University of Louisville, 
has been doing publicity work for 
|the Mengel Company for the past 
| two years. 


printing, and other firms as well | 


|Eighth Ave., will continue until | 


French Report 
Urges Sponsorship 
for Radio Shows 


Paris—A “radio charter” pre- 
pared by the French Radio Com- 
mission proposes the establishment 
of a third radio network in France 
on which advertising would be 
permitted. 

The postwar government has 
not allowed sponsorship of pro- 
grams: on the two existing net- 
works, Nationale and Parisien. 

The commission’s plan, which 
must obtain approval of the Na- 


| tional Assembly, provides for gov- 
‘ernment ownership of the pro- 


posed network. Advertising would 
be limited to the name of the 
sponsor or the name of his prod- 
uct. It is proposed that the change 
be made Jan. 1, 1948. 

The proposal was made to im- 
prove quality of programs and to 


Luxembourg, Monte Carlo and 
Andorra, which permit radio ad- 


|vertising. The 


Washington. 


commission de- 
clared that fundamental improve- 
ment of radio program quality 
must await the underwriting of 
costs by advertisers. 


Decorod Gets Promotion 


in Shelter Magazines 
Bin-Hay Corporation, Roches- 
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Eversharp Ups Emerson 


Eversharp, Inc., Chicago, has 
promoted Thomas Emerson from 
vice-president and general sales 
manager to the new position of 
vice-president and _ assistant to 
Martin L. Straus II, chairman and 
president. Mr. Emerson joined 
the company in December, 1939, 
when it was formed to take over 


ter, will use September issues of |the business and assets of the 
Better Homes & Gardens and Wahl Company. 


House Beautiful to promote Deco- 


rod, a new drapery bracket said | 


to enable home makers to turn a 
straight piece of decorative fabric 
into evenly pleated draperies by 
using pins. The bracket was in- 
troduced to the trade in Curtain 
& Drapery Department, Home 
Furnishings 
Retailing Home Furnishings. 


Advertising is being handled by | 


Byrne, Harrington & Roberts, New 
York agency which 
changed its name from Sweetser, 
Byrne & Harrington. Edwin Rob- 
erts, new member of the firm, will 
be associate account executive 


a) : .|and vice-president in charge of 
meet competition from stations in 


art. The agency recently moved 


recently | 


Merchandising and. 


from 1475 Broadway to larger | 


quarters at 10 E. 44th St. 


Cut your composition costs to the 
bone, but get just-like-type reproduc- 
tions by using VARI-TYPE service. 
Ideal for presentations, folders, house- 
organs, etc. Perfect for stencil or 
planograph work. Write or phone for 
specimen sheet of type faces and 
quotations. 


Cop Preparation |; 
Tec voy Tele: RANGolpR M447 F°~ 


208 N. WELLS ST.,. CHICAGO 6, ILL 


screened as to financial resources 
and technical knowledge. Each 
bid for the 50-year contract must | 
be accompanied by a check for 
$25,000 and evidence to prove that | 
the bidder has at least $8,000,000 | 
for plant construction. | 
Congress made the auction pos- | 

sible through adopting Joint Reso- 
ition 205, authorizing the Sec- 

etary of Agriculture to sell Ton- | 
cass timber. The area offered for | 
idding includes 400,000 acres * 

| 


ymmercial timber out of an esti- | 
mated 5,000,000 to 6,000,000 acres | 
{ forest land. 


Fawcett Ups Guarantee © 
‘ ’ ’ 

on ‘Today’s Woman | 
Fawcett Publications, New| 
York, will increase guaranteed | 
circulation of Today’s Woman | 
from 800,000 to 1,000,000 copies | 
monthly, effective with the July, | 
1948, issue and will increase rates 
accordingly. The black-and-white 
page rate will jump from $2,000 to 
$2,500 and the four-color page| 
rate will increase from $2,800 to) 
$3,500. First issue of Today’s | 
Woman was published in Feb-| 
ruary, 1946. | 


| 


Promotes Cuprinol | 


Cuprinol division of Darworth, | 
Inc., Simsbury, Conn., has started 
acampaign in trade, home, farm | 
and boat publications to promote 
Cuprinol, product that stops rot. 


ONLY 
EMPIRE 
GIVES YOU... 


A national maintenance 
uncer one service—one in- 
voice—-one check. 


And only Empire's 
“PACKAGE MAINTE- 
NANCE" protects your 
Necn advertising from 
any hing and everything. 


Rec ardless . . . Whether 
dar aged or destroyed 


the » is no extras added. 
-ontract and Relax 
With 
Incorporated 


eral Offices: Savannah, Ga. 


7 
ae - 


OF GOOD WILL 


Packages exert a tremendous influence in building customer good will. Natur- 


ally, your product carries the biggest load in this respect, but if ushered into 


your customers’ homes under the friendly auspices of a set-up box—with its 


greater take-home value—your product will make more friends. Attractive in 


design and sturdy in structure, the set-up box is more practical and more de- 


sirable for re-use in the home than any other known package. Widespread 


usage of the set-up box in your customers’ homes perpetuates your trademark, 


your signature, and your sales message. Inquire about set-up boxes today. 
£ ’ y 


Watch these ambassadors of good will make lasting friends of your customers. 


NATIONAL PAPER BOX MANUFACTURERS 


AND COOPERATING SUPPLIERS 


Liberty Trust Building * Philadelphia 7, Penn. 


INFORMATION OR SERVICE ® CONSULT YOUR NEAREST SET-UP BOX MANUFACTURER 
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| 
: Inc., Chicago, greeting card com- * 
: Appoints Carlson formerly pany. The addition of the P. S. Plans Extensive 
advertising and sales promotion line to Barker's will — un |D . Thi F ll 
manager of the Green Duck Metal parent company to specialize fur- T1lve 1S a 


Pew 2 


; ther in humorous card manufac- 
| Stamping Company, Chicago, has : 
been appointed public relations SaEEnE. for Door Closer i 
director of the Bankers Life & P STAMFORD, Conn.—Yale & 
Casualty Company, Chicago. Issues Art Directory Towne Mfg. Company will start d 
—_——_—— i a vei ah Sa promotion this week of a new g 
. y Sigmune sametn, - oor ++|door closer that cures the ailment ee J im 7 
| Acquires P.S., Inc. ee or get agg rad “bulkitis,” and plans extensive ie Door C19 aN ; K 
ee ae ae ee: York area, which will be out in trade and consumer advertising te. ——— ~~ elias 
’ ‘ ©" | October, will be distributed on a|0f the product this fall. (° More Beouty E 
complimentary basis to art direc-| Named the Yale Compact door A Procter tcton th 
tors who regularly purchase free-| closer, the product will be fea- = str 
lance art from outside sources, tured by Yale & Towne at the sp 
| ag a National Contract Hardware As- mé 
| Hugger Joins Albi sociation’s exposition in Chicago en: 
Walter F. Hugger, formerly with | Sept. 8-11. Four-page color in- (4 
. OF DIAMON DS the Barrett division of _ oe serts in hardware and architec- de 
| Chemical & Dye Corporation, has|tural papers will open the na- = ’ tr: 
. id ool vo = ow . SAERTANS been appointed sales manager of| tional marketing drive in Oc- NEW DOOR CLOSER—Th a ye ee” t Te tré 
| 15 million Negroes spend 10 billion |Albi Chemical Company, New|tober, to be followed by color naan muh dies ale aii tla & Ramen tte Cnt 
| dollars a Bn ovealy * eredust! York, creator of Albi-“R”, fire- . oasis edi C are part of the all-out merchandising drive with which Yale & Towne Mfg. Co. yee 
) Reach this big buying public through | retardant paint. pages in we same media. Lon- Stamford, Conn., is introducing its new Compact door closer. 0} 
| the Negro press. Foe information write sumer advertising will start in the — ne 
| Fifth Avenue, N. Y.. serving America's Names Linkoff V.P. Nov. 22 Saturday Evening Post.|anq other direct mail, and dem-|with ‘bulkitis.’” dis 
leading advertisers over a decade. |" “Howard Linkoff has joined Moss|__!" addition, the company will} onstration models for salesmen.| James Thomas Chirurg Con.f§ “ 
| NOTES research Co. of America on brand |& Arnold Company, New York, as|@™Ploy new packaging, point-of-| Distribution will be through|pany is the agency. si 
| ann of Negroes from coast to coast. | vice-president in charge of ac-|Sale displays and demonstrations, | wholesalers and builders’ hard- — , 
| rite now for this free information. count development. package inserts, envelope stuffers 


= 


ae : di 
ware specialists, with the product} KRNT A ints Hudae 
to be sold at retail through hard- i. © yeni rod tis 


| 
| 
| 
| 
| | 
| ware and building materials deal- manager of KRNT radio theater pe 


ers. in Des Moines, has been named 
Since 1941, the company says,| promotion manager of Station 

A 

N 

D - 


10,000 Compact door closers have|KRNT, operated by the De; poe 
NATIONAL VOICE OF THE TRADE 


been in operation throughout the | Moines Register and Tribune. He pe 
Will be the 


U. S. under varying conditions. | succeeds Leon M. Taylor, who has G 
|'Demonstrations also have been|resigned to become public rela- , 


lused to show the streamlined tions director of Trinity Univer- ag 
The Great National Shoe Fair will take place in Chicago at the Palmer House, 


|product to architects, contractors, sity, San Antonio. 
dealers and building operators. ° ° 

Consumer copy stresses that the | Appoints Fisher Agency 
Yale door closer is built with) James Fisher Company, ‘o-@ 2” 


Stenpt 9 ich |ronto, has been appointed t —% 0 
beauty, “without bulges” which |) ondle the advertising of the To- i Dé 
make doors look ugly, and “Yet it | ronto Iron Works Ltd., fabricator # 9° 
costs no more than other closers | of steel plate products. la 


SEVEN EXTRAS |. 


ee 


Stevens and Morrison Hotels, October 27, 28, 29, 30, sponsored by The National 


Shoe Retailers Association and The National Shoe Manufacturers Association. 


It’s no juggling trick for 
WSGN’s wide-awake promotion 
staff to give these extra serv- 
| ices. They help make the ‘most 
| of advertising dollars by at- | 
| tracting more buying listeners. 


Whether your firm is an exhibitor or not, you should plan to advertise in THE 
RECORDER'S SHOE FAIR ISSUE, because — this issue will be mailed to the trade 


prior to the Fair (19,000 paid subscribers) — plus the usual extra distribution at One more reason why WSGN 


{ 
| is Alabama’s leading station. 
the Fair itself — and your message will reach your important buyers and prospects | as & : 


ot just the right time. 


CLOSING DATE 
9CTOBER 1ST 


BOOT AND SHOE 


ETHE NEWS - AGE - HERALD STATION 
BIRMINGHAM 2, ALABAMA 
de Represented Nationally By Headley-Beed 

2 A CHILTON © PUBLICATION © 100 EAST 42d ST., NEW YORK 17, N. V. 
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‘ash Promotes 
‘0 Point Award’ 
for Its Dealers 


)eTROIT—A unique program 
d signed to improve its dealer or- 
g-nization has been inaugurated 
bv Nash Motors division of Nash- 
K ivinator Corporation. 

rhe division is presenting a “10 
point Award” to dealers who meet 
the following standards: (1) 
mg financial position; (3) floor 
space adequate for all depart- 
ments and facilities; (3) location 
easly accessible from all sections; 
(4) displaying the company’s 
desler sign; (5) light, clean, at- 
tractive quarters; (6) factory- 
trained mechanics and modern 
tools; (7) complete stocks of fac- 
torv-built and approved parts; (8) 
new ear showroom; (9) used car 
display facilities, and (10) stand- 
ard accounting practices. 

The award, which has been pre- 
sented to an estimated 500 of the 
division’s 1,250 dealers, includes a 
quarter-page newspaper adver- 
tisement announcing the dealer 
achievement, a direct mail cam- 
paign, and a banquet for all of the 
dealer’s employes. The entire ex- 
pense is borne by the company. 

The program was prepared by 
Geyer, Newell & Ganger, Detroit 
agency handling the Nash account. 


Pee? 


Form Research Company 


Curtis Hoxter, Kathleen Mason | 


and Frederick. Weiss, who have 
done research for the State De- 
partment’s “Voice of America” 
documentary broadcasts during the 
last year, have formed an inde- 
pendent research organization, 
Editorial Research Affiliates, at 17 
E. 48th St., New York. The new 
firm will specialize in furnishing 
background material for documen- 
tary broadcasts, motion pictures 
and magazine articles, including 
research of an economic and po- 
litical nature. 


Squibb Schedules 


Money-Back Campaign 

E. R. Squibb & Sons, New York, 
beginning Sept. 7, is offering a 
“try it and like it” money-back 
offer—two 23-cent tubes for 39 
cents—to win new users for its 
new improved formula Squibb 
dental cream. The offer will run 
through Nov. 30. 

Color pages in 10 consumer 
Magazines, magazine sections of 
71 Sunday newspapers, and more 
than 4,000 radio spot announce- 
ments will be scheduled. 


Place 


‘Your MEXICAN Affairs 
In 
COMPETENT HANDS! 


Jacques D'Armand 
is now in charge of our 
LATIN AMERICAN 
DEPARTMENT 
D'Armand, until recently SW Diwi- 
tic Manager of the United Press, is 


for er general manage: of United } 
Pre. in Mexico. 


He «@ background as executive, cor- 
res, ondent and advisor covering @ 
per od of 20 years in Mexico. 


No. specializing in Public Relations 
an’ business counsel for firms doing 
bu: »ess or desiring to do business im 


MEXICO 


le has the answer to your 
Mexican problems. 


) Pe AGENCY 


‘3 SOUTHLAND ANNEX BUILDING 
TELEPHONE R-5505 


a DALLAS, TEXAS ! 


Names Crooks Editor 


Tom J. Crooks has been ap- 
pointed editor of the Texas Motor 
Transportation Association’s 
magazine, “Sterling Wheel,” Aus- 
tin. 


Names Baker & Hosking 


Lapin Products, Newark, has 
appointed Baker & Hosking, New 
York, to promote Kewtie, a new 
razor for women, and Optiks sun 
glasses. National magazines will 
be used. 


Tape Recorder Bows 
Sound Recorder & Reproducer 


Corporation, Philadelphia, has in- | 
troduced Magnesonic, a new elec- | 
instrument which records | 


tronic 
radio programs, phonograph rec- 
ords, music and voice on magnetic 
tape. Magnesonic will be available 
in time for the Christmas season. 


Three Name Grant 


Grant Advertising (of Canada), 
Toronto, has been named to handle 
the advertising of Armac Corpo- 


it ind og al 
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ration, Toronto, manufacturer of Brantford Re- 


Harold S. Page, 


Floor-Tex plastic floor finish;|frigerator Ltd., vice-president; 
Shoreacres Beach, Lake Simcoe/ Ralph S. Williamson, secretary, 
subdivision, and Sheridan Mfg. 


and Albert E. Davison, treasurer. 
Company, Cobourg, Ont., maker of 


Sheridan duraluminum tubular 
chairs. 


IMPSON-REILLY, LTD 
_ Publishers Representatives® 
. SINCE 1928 


Canada Admen Elect 


Horace K. Lingard, with E. & A. | 
Gunther Company, Brantford, | 
Ont., has been elected president | 
of the Sales and Advertising Club | 


AN FRANCISCO LOS ANGELES * 


USS BLDG. GARFIELD BLDG 


of Brantford. Other officers are: ! 


have decreased substantially 


WHEN 


Rates per thousand subscribers in HYGEIA 
since 
Today your advertising dollars will buy 36 
per cent more in this health-minded market! 


authoritative 


WHEN, moreover, that magazine is 
edited and published by the American 
Medical Association, the readers’ confi- 
dence is amply justified. 


Besides the family subscribers who com- 


1941. 


1k 


information 
scores of reputable physicians, nurses, 
dentists and dietitians is pooled in one 
publication, that publication readily com- 
mands the confidence of the public. 


IF HYGEIA ADVISES 


mow sliained foods for baby 


MOTHER COOPERATES 


by prise the bulk of HYGEIA’s readers, 
almost three million waiting patients read 
HYGEIA every month in doctors’ recep- 
tion rooms. This big plus circulation in- 
cludes a high percentage of mothers and 
mothers-to-be. 


To reach the baby’s purchasing agent 
through the medium she believes in, run 
your sales message on infant products in 


HYGEIA. 
THE HEALTH MAGAZINE 


ela... 


AMERICAN MEDICAL ASSOCIATION 
535 NORTH DEARBORN + CHICAGO 10, ILLINOIS 
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SSS: 


before 


coverage 
merchandising, and advertising 


.” 


age 


as 


complete. 


the 


Used together as a 
they will put your sales story 


largest 


‘ > 
“package” 


available 


of marketing, sales, 


executives 


concerned 


and consumer markets. 


with 


moving goods or selling serv- 
ices to the nation’s industrial 


Com- 


bination rates make this “pack- 


economical as it is 


ADVERTISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 
THE ADVERTISING FIELD 


— 


ae 
m4, 


INDUSTRIAL MARKETING + CONSUMER AND 
INDUSTRIAL MARKET DATA BOOKS 


PUBLISHER OF ADVERTISING AGE 


4 


| Bankers Association covering the | 


Advertising Age, September 8, 1:47 


Financial Admen 
Consider Change 
in Group’s Name 


in name to Financial Public Re- 
| lations Association will be con- 


|32nd annual convention of the 


at the Waldorf-Astoria here Oct. 
5-9. 
| Public relations will occupy an 
_important place on the agenda, 
with Dr. Claude Robinson of 
|Opinion Research Corporation 
| Princeton, N. J., 
| Wallace, vice-president of N. W. 
'Ayer & Son, Philadelphia, col- 
laborating in keynoting the ses- 
sions by a presentation based on 
a survey for the Reserve City 
_public’s of banks 
banking. 

Other general session speakers 


opinion and 


will include James W. Allison, 


New YorK—A proposed change | 


sidered by members attending the | 


| . ° * ° . 
|Financial Advertisers Association | 


,|Public Relations.” 
and James M. | 


WEARING WELL. 


cluding all new accounts. 


in- 
Some have been with us 


Length of time that BBDO has served 
its clients averages nearly ten years each, 


twenty-five years and more. Above is recent ad of 
an advertiser served since 1912. We worked with 
Hammermill from the start, planning, naming and 
developing a sales program for this new product. 


BIG TOP 


sco, 


— 


Many dive e sale tories can be gath— 
ered under one roof by using a news—page format. 
This ad in Standard of California's four-—year-ol 
farm paper series, prepared by BBDO San Franci 

topped more than half the readers of the "Wash- 
ington Farmer." And one in four men who "looked" 
went on to read the entire one thousand words of 
text. 


BATTEN, 


CHICAGO 


when 


Kool off with Kools aol 


& Pe int awe. Lech 


BARTON, 


NEW YORK © BOSTON * BUFFALO ¢ PITTSBURGH 


* MINNEAPOLIS * 


cited, 
ta! er 
you' pea vested up ae be de! ighted : 


DURSTINE 


Advertising 


& OSBORN. Ine. 


* CLEVELAND * DETROIT 


SAN FRANCISCO © HOLLYWOOD © LOS ANGELES 
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{ You" pastel wnat 


PER DOLLAR INVESTED, humor panels stop more news- 


paper readers than any other technique. Study 


No. 


109 of Advertising Research Foundation showed 


this 110-line Kool ad to be best—read tobacco prod— 
ucts ad in history of the continuing studies. Pre- 


vious record was set in Study No. 


13 by a conven— 


tional, large-space cigarette advertisement. 


STOPS THE EXPERTS. 


d best" in the 15th 
Advertising Art. 


tions 
selling theme, 
coast showing builds bus 


‘ 
bottlers. 


This typical Royal Crown Cola 
poster was selected as one of 1946's "hundred 


National Exhibition of Outdoor 
Relaxed human—interest situa-— 
are used to put across strongly competitive 
"Best by Taste—Test." Coast-—to-— 


iness locally for 450 RC 


vice-president, Equitable Tr ist 
Company, Wilmington, Del., on 
“The Trust Department’s Con »j- 
bution to Its Bank and Comp y- 
nity”; Chester Gilbert, manager 
|retail finance division, Westi 
house Electric Corporation, Pi‘ 's- 
|burgh, on “Effect of Instalment 
| Sales on Public Relations”; Ody H. 
Lamborn, president, Lamborn % 
Co., New York sugar broker, and 
a director of the Continental Bank 
|& Trust Company, on “A Bank 
Director Looks at Banks”; and 
Dr. James F. Bender, National In- 
stitute of Human Relations, on 
“Human Relations as a Factor in 


Agency Execs in Charge 


Daily sessions will start again 
|\this year with “eye opener” 
classes, with these New York ad- 
|vertising agency executives in 
charge of the FAA “advertising 
school”: Frederick B. Ryan Jr,, 
| president, Ruthrauff & Ryan, dis- 
| cussing “Planning”; Walter Weir 
|president, Walter Weir, Inc, 
“Copy”; Sanford Gerard, art di- 
rector, Lennen & Mitchell, “Lay- 
out and Art”; and Ben Dalgin, of 
the New York Times and author 
of “Advertising Production,” dis- 
;cussing ‘Production and Media.” 

General convention chairman is 
| Robert Lindquist, vice-president, 
|La Salle National Bank, Chicago, 
j}and FAA Ist vice-president, who 
| is slated to become the next presi- 
dent of the association. Bulk of 
the convention time will be de- 
| voted to a series of a dozen clinics, 
|at which advertising problems 
will be dissected, and to five de- 


|partmental sessions at which 
| leaders will concentrate on public 
|relations, advertising and _pub- 
licity for commercial banking, 
savings, trusts, consumer credit 
and 
haw bank personnel. -~ 
; and 
Gets Furniture Account Bet 
Sheboygan Furniture Company, Mo 
Sheboygan, Wis., has appointed gBLib 
| William S. Bishop Company, Chi- §jGr 
|eago, to handle its advertising ces. 
|Clyde M. Lacey, formerly assist- Trt 
| ant chief of the veterans personnel wo 


division of Selective Service for 
|the State of Illinois, has joined 
'the agency as account executive 
‘and space buyer. 


| sth 
Two Name Fisher 


| James Fisher Company, To- 
/ronto, has been appointed to di- 
/rect the advertising of Noel-Mor- 
j}ton Ltd., Quebec, distributor of 
| Recta watches and compasses, and 
|of Heuer Time Study watches and 
|Kreuter watch straps, distributed 
| by Chronometric Company, ‘T0- 
ronto. 


Radio Network Elects 

William F. Huffman, pub! sher 
of the Tribune, Wisconsin R: 
Wis., and owner of Station WI 18, 


| has been reelected to his sevenio 
| term as president of the Wisc in 
| Radio Network, Inc. A. att 
Warner has been elected ce- 
president; G. E. Seaman, e- 


president and managing dire ‘or, 
}and John Walter, secretary. 


\Sheath Rejoins Gibbens 


Ken Sheath has returne 10 
| J. J. Gibbons Ltd., Toronto, t. re- 
sume his former duties as co:tact 
|man in the agency: Mr. S) cath 
| was recently with National | us!- 
ness: Publications. Ltd. 


8x10 PHOTCS|. 


ONLY Ai, p EAC 


IN LOTS OF 1000 OR MO! 


Guaranteed quality low cost photo prints 

tity for every “se -product illustration, | 

mail pullers for radio shows. Made from | 

negative. M 

_ SIZES 100 500 1M _" 
Sx7 $5.00 $22.00 $40.00 $ OM 
8x 10 $6.75 $30.00 $55.00 $ 


Post Cards $5.00 $13.00 
NO NEGATIVE CHARGE 
KIER Photo Service - Dept. A - Cleveland 18, )™" 
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Tr ist Interchemical Appoints {Names Louttit Agency ‘Southerner’ to Bow 
el., on Harry J. Hemingway, president T. Robley Louttit, Inc., Provi- The Southerner, a monthly 
Con ri- of the Interchemical Murphy Paint} dence, R. I., has been named to| magazine devoted to the social, 
ommu- and Standard Coated Products|handle the advertising of Tower/civic and industrial activities of : 
lanacer divisions of Interchemical Cor-|Iron Works, Providence. News-|the South, and published by Wil- ; 
Vesti g. poration, has been elected a vice-| papers and direct mail will be} liam Scott Moore, will appear in 2 \\ EXECUTIVE: " 
, Pitts. president of Interchemical Cor-|used to promote the company’s/ October. Distribution will be by ’ ‘| BE AFRAID + 
talment poration, New York. Laurence G. prefabricated steel products, in- subscription only at $5 a year. DON'T BI stil ° 
Ody H Meads, board chairman of the|cluding a prefabricated swim-} Publication and editorial offices fill your catalog pages 
: Textile Colors division, has been | ming pool. will be in Washington. with sizes, weights, 
born & named to succeed Mr. Heming- lors—dealers want 
cer, and way. Mr. Meads has also been yeti saat t their 
or made president of the Trade Sales/ Grubb Joins University _| Irvington Names Agency or —e" ) 
a z : inane Kenneth A. Grubb, who has op- Armstrong, Schleifer & Ripin, ' peartas’ DIRECTORY 
a ‘ Q erated his own consulting and re-| New York, has been appointed to 
onal In- Opens Columbia Branch search office, has joined the Col-|direct the advertising of Irving- he ISSUE OF BUILDING 
ons, on Liller, Neal & Battle, Atlanta,|lege of Business and Public|ton Form & Tank Corporation, SUPPLY NEWS 
actor in has opened a branch office at 301| Administration of the University| fabricator of all types of plate _ (Closing October 1st) 
Palmetto building, Columbia, S. C.| of Maryland as professor of ad-|steel and manufacturer of Atlas a 
rge Caldwell Withers is manager of|vertising and retail store manage-|Speed forms for poured concrete 
the new office. ment. construction. 
rt again 
opener ee ae ~eoT 
fork ad- es MS ® 
tives in ” 
vertising a 
yyan Jr., ALL-PLASTIC—Men's stores coast to * 
yan, dis- coast will soon have this new Plexiglas & 
er Weir display for Paris suspenders, product of 2 
” my A. Stein & Co., Chicago. All plastic, sg 
: - invisible cement joins the uprights of 5 
» art di- the unit to the base, and four Plexiglas 
ll, “Lay- “buttons” hold the suspenders in place. ,, 
Yalgin, of a 
id author Ae 
on,” cis- SClopay Promotes i 
| Media.” * : 
airman s FLOw-Cost Skyway ) 
president, e = : 
Chicago Venetian Blinds \ an uy 
patoieg CINCINNATI — Clopay Corpora- ou ¢ 
Bulk ‘of tion will play up a low-cost Vene- 
Sle de. tian blind later this month when 
ies aldnioe it launches a national magazine 
problems campaign for Skyway blinds, 
» ive hits which are to retail for as little 
fe a 4-color page 
on public The campaign, through Ralph X.! 
and pub- H. Jones Company, will be spear- en 
banking headed by a four-color page ad- 
a eit vertisement in the Sept. 29 Life, 
and also will include fractional 
pages, in both color and black 
and white, in American Home, 
sount Better Homes & Gardens, Dell 
Company, @™Modern Group, Farm Journal, | 
appointed @BLiberty, Macfadden Women’s 4 
pany, Chi- §§Group, Personal Romances, Suc- : 
dvertising cessful Farming, Today’s Woman, Sy: 
rly assist- Hj True Confessions, True Story and ‘ 
s personne: Bi Woman’s Day. e 
ie eter The company’s complete line of Li the P pkg GOS 
executive MeraPer products, including drapes Th W Herald tikes Tribune 
and curtains, is being promoted IS Ge pee i, ae g 
in the 1947 advertising and mer- wen aetes ee | 
, chandising program—the biggest ne eee Cae st Re ; 
; in Clopay’s 17-year history. - : : on . 
pany, The manufacturer claims an in- 
5 ng Pt dustry “first” with introduction 
‘ributor of (go 10-cent window shades back a 
passes, and J" 1930. Clopay sees a similar 2 
ratches and §Widespread price appeal in the mt 
distributed §Skyway Venetian blind. It sells we 
ypany, To- Hat 10 cents per square foot, with + 
the cheapest complete blind re- a 
lailing at $1.39. Skyways include in 
lects patented tubular slats made of | 
, publisher three-ply fiber and formed in an as 
‘Sin Rad, @g@uplane wing design. 
tion WE HR, ‘ —— . 
his sev. \. [Publisher Tests Radio | 
, a ‘it fg. Maclean-Hunter Publishing | 
aan vio Company, Toronto, is starting a| 
tr wet ‘ campaign on Station CKNW, 
ng director, ~w Westminster, B. C., through 
eee’ ~ockfield, Brown & Co., Toronto. 
‘he campaign consists of two an- 
; houncements a day, five days a 
xibbe 1s week, starting Sept. 29 for a period 
eturnec to - six months. The promotion may 
“onto, to re- fa extended to other stations, de- 
suas co tact fending on results of the cam- 
Mr. Sheath BgPvsn. 
tional ! Wh ae 
iton Names Graham | ‘ + Beat 
__. §. Whiton Machine Company, New | Buick did! Lipton’s did! 
“ndon, Conn., manufacturer of | 
‘team turbines, lathe chucks and | Rheingold did! Ken-L-Ration did! 
weed ge ward _ | 
“Aug! raham ssociates, . . 
New Britain, to handle its ac-| Pyequick did! Schaefer beer did! ‘ 
EACH unt. A business paper campaign | 
‘Ss planned. Sundial did! Ruppert did! 
oR MO! Faraday Boosts Fisher is seams pS ee 
oe | FP. B. Fisher, director of plan- Thor did! Kanma Ids Hellmann's did! 
fade from | ig and material control, has 
M “€h appointed assistant sales r 
sam 3 oM Mi "nager of Faraday Electric Cor-| ...and many, many others did! 
$55.00 : M “Tation, Adrian, Mich., succeed- | 
ie “ on L. Hobbs, who has returned 
Cleveland 1. 20/0 HM the wacom - ok Open rate subject to contract discount 
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Formule 
sucCESSPUL RAKILING 


| will obviously not become vice- 
| presidents, the honor of attending 
|is to be reserved to a select few. 
|The institute covers every phase 
|of the petroleum business, and its 


7 Oil Sells Service 


Rather Than Products 


"You Don't Have to Be: 
a Salesman to Be a 
Success,’ Dealers Told 


By BRUCE M. BRADWAY 


Cuicaco — As every car owner 
knows, and many oil companies 
publicly admit, wartime “service” 
in service stations went straight 
to the dogs. A customer felt for- 
tunate to have his windshield 
wiped with an oily rag. 

Fireball Bill Marquam, how- 
ever, is the first to defend Pure 
Oil Gempany’s dealers. He and 
the company are proud of the 
manner in which Pure dealers 
carried on in the face of rationing, 
difficulties in getting help, and 
shortage problems. 

But he isn’t content to sit back 
and point to the record. He’s on 
his feet at every opportunity to 
explain how sales 
training can help 
the dealer organ- 
ization. As a re- 
sult, the sales 
training depart- 
ment has grown 
steadily and 
soundly under 
his aegis. 

As a man who, 


operations, with a view toward 
establishing permanent, effective, 
postwar training activities. Ob- 
vious from the outset was the 
necessity for two main approaches, 
one for its salaried and commis- 
sioned sales staff, and one for its 
independent dealers. 

Although Bill Marquam was by 
this time a ground officer in the 
Eighth Air Force, his ideas colored 
a great part of the company’s 
thinking on the development of 
sales training. There were many 
vital factors to be considered. 


Zone Managers Independent 


_Unlike many of its competitors, 
Pure’s marketing operations are} 
carried on by 13 zone managers 
in 28 states, who operate with 
such complete autonomy that they 
might well be termed independent 
business men. It was netessary, 
in view of this, to produce a pro- 
gram which would be acceptable 
to all. 

Under the term “sales repre- 
sentative,” Pure includes its dis- 
tributors (both salaried and com- 
mission), jobbers, and salesmen 
of both. It was felt that, in order 


separate courses will be from two 
to six weeks in length. 

Internship or on-the-job train- 
ing is the third major method. It 
is given by each of the 13 zone 
trainers, under the combined su- 
pervision of the zone manager and 
one of the four field training man- 
agers on the division office staff. 
While it is not as formalized as 


the other training programs, di- | 
rectives forwarded from the gen- | 


eral office give 
purpose. 

The fourth training method in- 
volves the preparation of a refer- 
ence library of manuals on every 
conceivable aspect of the petroleum 
industry, including exploration, 
refining, product specifications, 
development and history of the 
company, and procedures and poli- 
cies of the departmental organiza- 
tions. It is easy to see that this 
phase especially is the logical de- 
velopment of the meetings held in 


it unity and 


Chicago prior to the war. Because | glorification of Mr. Schadler, but | asserted: 
of the tremendous amount of work | rather a true-to-life story of a 


in the preparation of|typical young man 
these. volumes, many are still in|this business for his life’s work, | service stations and salesmen gen- 
the process of production and have | and what he did about it in order|erally. This has been of great 


involved 


not yet been printed. 


Because of their bulk, the ref- i 
erence manuals cannot be and are|has all of those little touches] result can only be secured through 


now chairman of the executive | 


committee, gave impetus to the) 
importance of training in the com- | 


pany’s postwar marketing plans. 
“Any organization marketing gas-_ 
oline successfully,’ he declared, 
“must furnish a quality of goods 
which measures up to a high 
standard; the service stations must 
be convenient and properly 
equipped; adequate advertising 
and general sales promotion is 
necessary; but all of these things 
alone are not sufficient. 

“Their benefits will be largely 
lost unless the personnel in the 
service station perform their task 
with efficiency and courtesy. The 
company has concentrated on the 
education of its salesmen through 
schools, for their instruction along 
the lines of their particular duties, 
and a continuous inspection and 
consultation by supervisors who 
have had experience and training 
in this particular work,’ Mr. 
Dawes continued. “It is not pos- 
sible to take too seriously this 
factor in marketing.” 

This conviction, shared by the 
other Pure Oil officials, was crys- 
tallized by the highly successful 
program for its sales representa- 
tives which was started in the 
spring of 1941, and which the late 
John Dunn helped Mr. Marquam 
set up. 


Held Five-Day Course 


The representatives from the 
company’s entire marketing ter- 
ritory came to Chicago at that 


time, in small groups, for a five-| 


day course designed to familiar- 
ize them with the functions of all 
departments of the company. In 
a crowded schedule, all depart- 
ment heads addressed the group 
and explained the functions and 
procedures of their varied offices. 

It was not surprising, therefore, 
when the war forced suspension 
of all but marginal activities, that 
Pure Oil analyzed 


its marketing 


of his own, his courtship and mar- At the moment, the company is 
: in 14 years, has riage, his big chance, and what|planning still another course in 
; Wm. P. Marquam come up through he did with it. It wasn’t the] station management for both sales 
" the ranks from a easiest road in the world, but|representatives and dealers. The 
service station salesman to de- “Red” found that “a little extra” |course will include such subjects 
partment head, he is quick to ex- in service and friendliness paid off.|as the selection and training of 
| plain that the success of Pure Oil’s The teamwork of customer,|personnel, accounting, merchan- 
sales training is largely the result | service store operator and Pure is|dising and display, advertising, 
of farsighted plans by company | shown in chart form—its results|and planning, coordination and 

executives. made possible a home and chil-| supervision of the station. 
he dren. Even his wife’s favorite| Fireball Bill Marquam, who 
” States Importance of Training recipes and an itemized family|also holds the position of secre- 
i Early in 1946, Henry M. Dawes, | budget are included. The section |tary-treasurer of the National So- 
4 formerly president of Pure and) in which “Red” Schadler says|ciety of Sales Training Execu 


THE CLASSROOM—W. P. Marquam (standing, second from right) and Don 
Russell (standing, second from left) hold a training session for sales personnel 
in Memphis. Pure Oil's "Formula for Successful Retailing” holds sway on the 


blackboard behind the 


to satisfactorily train its dealers, , not intended to be carried on each | Se Seas ee Se 
immediate stress after the warjcall by the sales representative. | 
should be placed on sales repre- | To provide him with the informa- | 
need fre- 
plans were formulated for this|quently, a single manual with|Pany has evolved a nine-step plan Wholesalers Contest 

and other | Of driveway service, to be used on 
pertinent data has been in prepa-|€ach car. It is not presented as 
A job analysis was made, using|ration for more than a year and| “the only way,” but it is tactfully 


sentative training. As a result, 


first of the two principal training 
jobs. 


six sales representatives who each 
had more than 15 years’ expe- 
rience with the company, all of 


pacities. Next to each duty or 
responsibility was listed the spe- 
cial knowledge and the attitudes 
required to perform it success- 
fully. On the basis of the infor- 
mation thus disclosed, the entire 
plan of training was laid out. 


13 Separate Courses Prepared 


covered by the analysis, a sepa- 
rate course of training was pre- 
pared, requiring from eight to 64 
hours. Because Pure is well aware 
that its employes are human, the 
longer courses are never presented 
over a period of more than four 
days at a time. 

To efficiently 
information through training, six 
different methods were 


For each of the 13 duties un-| 


disseminate the} 


adopted, | 


smiling Bill Marquam. 


ition which he will 


product information 


a half. 


Pure Oil Company has given a/@fter all service store operators 
its | have demonstrated the procedures 
whom had served in several ca-|training of sales representatives which they normally use. There 


great deal of emphasis to 


'capacities, including that of driv-|Pure station, testifies to this 
|ing test cars all over the desert. | &ffect. 

|But the second primary mission | 
of the training department is that | the fall of 1945 as a corollary to 
;of helping dealers improve their | Pure’s concept of marketing. The| keting Association, who will be 


| operations. 


| sales promotion manager who, be 


‘fore he came to Pure 10 years ago,| "nits, and that the quick road to ee ego ol the ee Prof 
| was sales promotion and tire, |e therefore is not an im-|Mmittee of the AMA, an i 


|tery and accessory manager fo 


‘Colonial Oil Company, a Pure Oil|income from a small number of 


|subsidiary, an intensive deale 


‘ ?- ix B kinner 
'program is being carried on. Its|important and is deemphasized, Bendix uys ) e 
is to achieve the|Since the same objective, 


sole objective 
acme of service in Pure Oil sta 
tions, or service stores as th 
company calls them. 


the first of which is based on the}! 


13 courses. Under the title of 
“Organized Zone Training,” the 
four field training managers under 
|Bill Marquam present the 13 
courses to the sales representa- 
tives. They work in the field, 
however, under the zone manager, 
who is charged with the responsi- 
bility for this method of training. 

The Chicago Training Institute 
is the second major 
method, and is designed for men 
of vice-presidential caliber. Al- 


Understand Dealers’ Problems 


Bill Marquam and his staff hav 
a great respect for 
standing of 
problems. They 
best to help him 


the community. One 


impressiv 


bit of evidence is the unusual 48- 
full-color brochure | : 
training | on “Life With a Pure Oil Dealer.” importance of this continuity by | a ~ American 
The publication tells the story | Pure officials even before expe-| _— 


page 10x14”, 


|of Marvin “Red” Schadler of St. | 
though it is not yet in operation, | Joseph, Mich., a “typical, success- | time 
and while all of the men enrolled! ful Pure Oil dealer.” 


It is not 


‘under the direction of Don Rus- |'§ no emphasis placed on selling.| specific phase of wholesale dis- 
sell who, during his 17 years with | - 
Pure, has served in a multitude of |ice only. A plaque, hung in each| mitted by Oct. 30. 


Under Carl Havens, assistant |"€Ss depends upon a small mar-|ander, School of Business, Colum- 


and under- 
a Pure Oil dealer’s|makes a fetish of continuity and | 28¢r- 
are doing their 
take pride in 
his business and his standing in|has faltered or collapsed, it has | 


PLACE OF BUSINESS 


FORMULA—Pure Oil Co. has reduced its philosophy for successful retailing to 
an “eternal triangle", with the dollars invested and the dollars returned right 
in the middle. First necessity is a place of business which, in order to bring 
the prospect in, must exhibit an attractive appearance, signs, etc. To bring the 
customer back, he must be favorably impressed with the qualities in the arrow 
at the right. Third limb of the triangle is an adequate record of the operation. seri 


“The company is con- 
ducting a very extensive course 
“who chose|of instruction for the operators of 


to become successful.” help to those who have partici- 
“Life With a Pure Oil Dealer’ | pated, but the chief benefits which 


which help to build morale. It|the constant follow-up of this 
pictures ‘Red’ when he only|teaching by the field representa- 
dreamed about owning a business | tives.” 


i\“I’m Not a Salesman” introduces | tives, and his staff are convinced 
'the company’s basic theme . . . a| of the value of sales training. They 
service store dealer doesn’t have| are backed up by company execu- 
|to be a salesman—the trick is to|tives who feel that the present 
| Sive customers the service that| expenditure is only a preliminary 
investment; an investment which 
i i i i est, 
ine Getes 0 tare rll a sry Fo i rate of inter 


To achieve this ideal, the com- 


Seeks Manuscripts 


The National Association of 
Wholesalers, New York, is con- 
ducting a $1,500 prize award con- 
test for outstanding articles 0! 
approximately 5,000 words deal- 
ing with wholesaling, or some 


/evolved in each dealer meeting 


The objective is service, and serv-|tribution. Entries must be sub- 

Judges are Wroe Alderson, 4 
partner of the marketing and 
management firm of Alderson & 
Sessions, Philadelphia, and vice- 
president of the American Mar- 


The dealer program began in 


‘company believes that the busi-|chairman; Prof. Ralph S. Alex- 


_|gin of profit on a large number of|bia_ University and __ long-time 


The Harry R. Tosdal of Harvard Bus!- 


r|pressive sale of specialties. ness School. 


y|items is considered relatively un- 


Pure|_ Bendix Aviation Corporation, 
.|feels, should ultimately be|Detroit, has 2 ig ln ge 
e | achieved by stressing service. * oe Se 


y filters and purifiers for all typ® 
Other phases of the basic course | of fluids. The Sninnae company 


in service store operation include | will operate as a division of Ben- 
station appearance, and_ selling| dix, with Guy C. Fricke, gener 
e through service, and are covered|manager of Bendix’s Zenith Cal 
in additional meetings. Pure Oil|buretor division, as general mam 
Ralph Skinner, founder - 
follow-up in its dealer training.|the firm bearing his name, Pin, 
In every case where the program |*°™4!" 17 an advisory capacity: 


e\been traced directly to a failure Jeeves Appointed 
of follow-up. W. Richard Jeeves, formerly 

There was a realization of the| Vice-president of Parke - Dav® 
Company, has 
appointed foreign sales 


; manager of Parke, Davis & ©? 
rience pointed it up. About the! netroit, in charge of sales throug)- 


the dealer program waSj|oyt the world except in th 
aj\started, former President Dawes! United States and Canada. 


| ~ ee 
i 
| ‘Li 
TA 
| mre wot the ' 
~ qe une. 
ve * ae . T 
: ae | Banas | WN net | 
| es _ sa — ‘ 4 Genie’ pel pts ¢ deal 
| | ‘6 es 2%) c tye tura 
| NE iim: S/N you §: 
Exc 
| a ‘s & by ] 
=, ' and 
| 2 '- ADEQUATE RECORDS. \ AS’ cont 
Y Con 
| | —" & acti 
| | es selv 
| a 
A | 
| | 
a 
| 
ee 
| 
at | | 
Fett | 
4 | 
A _ 
e 
- es 
7 es 
ee 
ee — 


er 8, 1947 


YOU 


8) 
- 


retailing to 
urned right 
er to bring 
© bring the 
n the arrow 
» operation. 
TS 


ny is con- 
sive course 
yperators of 
esmen gen- 
n of: great 
ive partici- 
nefits which 
red through 
up of this 
representa- 


company is 
* course in 
r both sales 
ealers. The 
ich subjects 
training of 
, merchan- 
advertising, 
mation and 
ion. 

quam, who 
n of secre- 
National So- 
ing Execu- 
‘e convinced 
aining. They 
pany execu- 
the present 
preliminary 
ment which 
_ of interest, 


ntest 
ots 
sociation of 
ork, is con- 
» award con- 
articles ol 
words deal- 
g, or some 
1olesale dis- 
ust be sub- 


Alderson, 4 
rketing and 
Alderson & 
a, and vice- 
erican Mar- 
who will be 
ph S. Alex- 
ness, Colum- 
i long-time 
finition com- 
., and Prof 
larvard Busl- 


Corporation, 

ised Skinner 
it, maker of 
for all types 
ner compan) 
ision of Ben- 
‘icke, genere 
; Zenith Cat- 
general man 
r, founder ? 
s name, Wl 
ry capacity. 


ed 

res, formerly 
Parke - Davss 
ompany, has 
oreign _ sales 
Davis & C0 
sales throug! 
‘cept in the 
unada. 


Advertising Age, September 8, 1947 


Ad Series Shows 


‘Life in Tacoma’ 


Tacoma, WasH. — A_ $14,000 
jrive to “propagandize American- 
ism” has been launched here in 
the Tacoma Times and News Trib- 
une. 

The series of 26 1,200-line in- 
sertions, to be sponsored by vari- 
ous management and labor groups, 
deals individually with the cul- 
tural heritage, the waterfront, 
natural resources, schools, and 
homes of the Tacoma area. 

The idea originated with the 
Exchange Club, and is described 
by Ralph H. Chaplin, labor leader 
and member of the club’s board of 
control, as “an all out attack on 
Communism and other subversive 
activities which are making them- 
selves felt in the United States. 


“We must draw a picture of 
everyday life in Tacoma that will 
draw susceptible minds away from 
the lure of totalitarian ideologies,” | 


ads, in pamphlet form, will be 
sent to schools, libraries, chambers 
|of commerce and representatives 
be foreign governments in this 
country. 


Marks 35th Year 


Pharis Tire & Rubber Company, 
Newark, O., has prepared a four- 
page, four-color booklet, entitled 
“Passing 35 Milestones,’ marking 
the company’s 35th anniversary. 
It was published for circulation 
among the dealers, sales repre- 
sentatives, suppliers and employes 
of the company. 


Johnson Leaves Branham 


E. A. Johnson has resigned as 
director of promotion and re- 
search of Branham Company, 
Chicago, to teach advertising art 
at the University of Georgia. L. J. 
Schultz, assistant to Mr. Johnson, 
has been appointed director of 
promotion and research of Bran- 
ham. 


McCluskey Advanced 


Roy E. McCluskey, assistant 
treasurer of R. G. LeTourneau, 
Inc., Peoria, Ill., has been ap- 
pointed vice-president in charge 
of sales. Oscar W. Nelson has re- 
signed as vice-president and gen- 
eral manager of the Peoria divi- 
sion. Robert F. Nelson has re- 
signed as vice-president and as- 
sistant to the president but will 
continue as a member of the board 
of directors. 


Five Appoint Acme 


Acme Advertising Agency, Port- 
land, Ore., has been appointed to 
direct the advertising of Pacific 
Engineering & Sales Corporation, 
manufacturer of steel buildings; 
Amalgamated Weekly Newspapers, 
publisher of six weekly news- 
papers in the Portland area; Pa- 
cific Clinic; Ward Cook, Ince., 
mortgage company, and J. M. 
Harder Appliances, Inc., electrical 
appliance manufacturer. 


Thermoid Names Shafer 


Phil Shafer, former driver, 
owner and builder of racing cars, 
and previously district manager of 
the Perfect Circle Company, 
Hagerstown, Ind., has been ap- 
pointed fleet sales and service en- 
gineer of Thermoid Company, 
Trenton, N. J. He will have charge 
of fleet engineering and service 
work in the midwest area with 
headquarters in Chicago. 


Kraft Sets Canada Drive 

Kraft Foods Ltd., Montreal, will 
launch its biggest Canadian ad- 
vertising campaign soon in na- 
tional magazines and weekend 
papers, using half and full pages, 
in full color. The Montreal office 
of J. Walter Thompson Company 
handles the advertising. 


Gravenson Moves 

The Gravenson Company, New 
York agency, has moved to new 
offices at 14 Church St., New 
York 6. 
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Appoints Francis 


Vincent Francis, who has been 
with the local sales of Station 
KGO, San Francisco, and ABC 
spot sales since February, 1947, 
has been named network sales- 
man for ABC in San Francisco, 
succeeding Frank J. McHugh Jr., 
who resigned, effective Sept. 31. 


* YOUR DIRECT MAIL* 


the day you want it 
the way you want it 
e@ee 
Direct Mail Specialists 


@ Multigraphing @ Mimeographing 
® Mailing @Addressing 
@ Addressograph Lists 
@ Varityper Composition 


CALDWELL 
LETTER SERVICE 


8 WEST ONTARIO STREET 
hy, Hiroe 8154 Cine, 


Mr. Chaplin declared. When the | 


series is completed, reprints of the | 


The 


sane 


Portland Oregon 


The Journal now 
offers advertisers 
the largest circula- 
tion in its history 
+». both Daily and 
Sunday. 


You need The Journal 
to sell effectively 
in Oregon’s only 
Major Market... 
Metropolitan Port- 
land and its Retail 
Trading Zone. 


When you advertise 
in Portland 
be sure to specify... 
— 


The JOURNAL 


i 
‘FVENINGS and SUNDAY 


PORTLAND, OREGON 


and follows the order from receipt o 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 
L. C. HOPPE 
Vice Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


_ PRINTING PROD 


| | Can Do 


Equipment and Organization is unusual — Operation is Day and Night. ‘xX 


Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


Yt vm is a large volume of the kind of printing Printing Products 
Corporation is best equipped and organized to produce, so if in 
doubt, it is best to write or phone what is wanted and information will 

be promptly given. 

Here is complete equipment and organization to handle all or any part 
of printing orders in which we specialize—from ILLUSTRATIONS " 
and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
| tracked. Each order is assigned to an aan executive who watches 


Business methods and financial standing.are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


Proper Zuality 
Zuich Delivery 


because of automatic machinery and day and night operation. 


Right Price 


Should Know What 
UCTS CORPORATIO 


Them | 


es 
a 


cuts and copy until delivered. 


wt ARE STRONG on oUR spect 


ng Product 


(THE FORMER ROGERS AND HALL CO 


Cn 


ae 


A large, e 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


fora 


Clean 


Good 


serv 


printing 


the great central market and 
distributing point. 


because of superior facilities and efficient management. 


A printing connection with a large, reliable printing establishment 
will save much anxiety regarding attentive service, 
quality and delivery. 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


Telephone Wabash 3380—tLocal and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


New Display Type 


Monotype and Ludlow 
typesetting. 


All Standard Faces 


of type and special 
faces, if desired. 


Facilities for Binding 


as fast as the presses 
print. 


Mailing and Delivery 


| copies are completed. 
because of up-to-date equipment and best workmen. 


A SAVING 
in shipping or mailing when 


pvt 


fficient and completely 


il printing orders. 


Linotype }§ ‘° 


Presswork— 
or more colors. 


ice as fast as 


is often obtained 


is done in Chicago, 


\e? 


MPANY) 


H. J. WHITCOMB 


Vice President anti 
Assistant Director of 
Sales 


L. C. HOPPE 
Secretary 


W. E: FREELAND 
Treasurer 
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Arrow Names Rogers 


a * 
Benjamin S. Rogers, formerly Anti-Trust Suit 


with Rust Craft Publishers, Inc., 
Boston, has been named _ sales 

manager of Arrow Safety Device f) bt 
Company, Mount Holly, N. J., rows Ou on 
manufacturer of automotive light- 


ing and safety equipment. 


Industry Codes 


Expulsion Rule 
Draws Suspicion 
of Justice Experts 


WASHINGTON -— Top legal talent 


comparable in its impact on estab- 
lished practices to the recent 


portal-to-portal pay issue. 

The government’s drive against 
self-regulation in the real estate 
| industry presumably will chart the 
|leeway of any professional group 
,in issuing a code standardizing 
| procedures and rates in the inter- 
|est of higher ethics. 
| While the true meaning of the 
_ government's position will not be 
| clear till the matter comes to trial, 
|its successful prosecution could 
easily involve basic policies in ad- 
| vertising, among commission bro- 


| kers, and in the insurance, medi- 
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of a new code of self-regulation 
for the radio broadcasting indus- 
try. 

At the time, Judge Mi£iller | 
warned the NAB’s 1946 national | 
convention that any binding code 
would have to be studied care-| 
fully in the light of known anti-| 
trust hazards. 

From preliminary questioning 
in the real estate case, and from 
talks over a period of many 
months with Justice Department 
experts, it appears that the gov- 
ernment is suspicious of any in- 
dustry code which contains expul- 
sion as a punishment for non-con- 


National 


“Tust tune in our ads on 


WFDF Flint.” 


making 


of spied businesses and profes- | cine, the Stock Exchange and 
sions were wondering last week | 
about the full implication to busi- | 
ness and finance of the govern- | 
ment’s anti-trust action to stop| 
fee-fixing under the codes of the become a hazardous undertaking, 
Association of Real with large numbers of associations 
Estate Boards. ‘unsure of their rights under the 

In some quarters it was feared | Sherman Act and other anti-trust | industry. 
that the government’s effort to | Statutes. 
stop local real estate boards from | 
fee 


|other fields. 


Rights Not Defined 
In recent years, code writing has 


The issue was dramatized about 
recommendations | a year ago by former Justice Jus- 
| would lead to a legal precedent tin Miller, in initiating the writing 


forming association members. 
Suspects ‘Price Leaders’ 


Moreover, the government is in- 
clined to investigate a code cover- 
ing only a segment of the indus- 
try if it suspects that the code acts 
as a “price leader’ for the entire 


It is by no means established 
that codes cannot contain expul- 
sion provisions as a penalty for 
violations. But, according to cur- 


1. Resiliency 


3. Sampling 


C) Desirable quality in type metal 
C- Ability of paper to repel ink 
C) Ability of paper to recover from distortion 


(] Selecting a specimen of paper for analysis 
_) Making a paste-up of printing proof 
Measuring depth of etch in engraving 


Test your word knowledge 


of Paper and Printing 


2. Chase 


_) Shallow tray for holding type 
(_] Frame for locking up a printing form 
_] Locked-up printing form 


poe = Len 
———— wth 1 ‘Prog 


4. Outline Halftone 


ANSWERS 


] Resiliency is the ability of paper 
to recover from distortion, pro- 
viding a cushioning action important 
in printing. Levelcoat* printing 
papers have excellent resiliency 
derived from their uniform formation 
and the proper formulation of fibers. 


? Chase is the frame for locking 
up a printing form. After lock-up 
will come the actual press run 
and here wise advertisers choose 
dependable Levelcoat coated papers 


to protect the full effectiveness of 


booklets, catalogs or mailers. 


3 Sampling, in papermaking, is 

selecting specimens of paper or 
pulp for analysis. It is a continuous 
process at Kimberly-Clark where one 
of the world’s finest testing laborator- 
ies keeps a close, constant check on 
Levelcoat quality. 


4 Outline Halftone is a halftone 

with the background cut away to 
emphasize important objects. What- 
ever the technique employed in its 
production, a fine engraving glows 
with warmer life when printed on a 
background of clean, bright Levelcoat. 


(} Halftone with background cut away 
_) Halftone with highlights etched out 
-] Halftone with rule border 


Se PRINTING PAPERS 


Levelcoat* printing papers 
are made in the following 
grades: Trufectt, Kimfectt, 
Multifectt and Rotofectt. 


* +>RADEMARK 


A PRODUCT OF 


TT.M. REG.U.S. PAT. OFF. 


* 


KIMBERLY-CLARK CORPORATION 


NEENAH, WISCONSIN 


1872— SEVENTY-FIVE YEARS OF FINE PAPER MAKING—1947 


er 


? 


rent departmental thinking, the 
association that insists on an ex. 
pulsion penalty must be prepared 
to concede (and prove) that as. 
sociation membership is not vita) 
to success in the trade or pro. 
fession. 

In the hypothetical case of 
binding code for radio broadcast. 
ers, a department representative 
raised the question: How essen. 
tial is membership in the NAR? 
Does NAB membership assure 
services and prestige important ty 
successful station operation? If so. 
expulsion might be considered , 
“death sentence” even though j 
might be possible in many case 
to operate profitably outside the 
association. 


AP Case Is Cited 


As a precedent, he referred i 
the Associated Press case. The 
government argued that inability 
to obtain AP service constituted 
severe competitive disadvantage, 
though it is possible to operate 
without it. AP found itself in the 
position of arguing that news. 
papers could operate successfully 
without its service. 

In the real estate case, the na- 
tional association and its affiliate 
here are accused of bringing about 
a substantial increase in real 
estate fees by means of a profes- 
sional code binding members to af -— 
5% standard fee for ordinary 
housing transactions. 

In preliminary grand jury 
studies of the real estate code, the 
department went carefully into 
expulsion provisions. When in- 
dustry spokesmen countered with 
statistics showing that only half 
the 19,710 “deals” here in 1946 
were closed by association men- 
bers, the department noted that 
non-members were generally fol- 
lowing the association’s rate scale 

Realtors are arguing that the 
standardized fees are customar 


and reasonable, and in the public 
| interest. They say their code has 
/eliminated sharp practices. Far 
|from increasing costs, they claim 
| standardized fees “facilitate the 
| doing of business, therefore reduce 
costs.” 


Names Samonisky V.P. 


Harris Samonisky, formerly 
production manager of Carl Byoi 
& Associates and on the staff o! 
the Institute of Public Relations, 
/has been named vice-president of 
|R. A. Hill Company, Philadelphia 
public relations consultant. He 
| will be in charge of the companys 
activities in New York. 


Promotes Reichenbach 

Edgar J. Reichenbach, salesmat 
in the Chicago district sales de- 
partment, has been appointed 
manager of the specialties anc 
machinery division, general sales 
department, of United States Stee: 
Supply Company, Chicago. 


Increases Ad Rates 

Effective Nov. 1, 1947, Wester! 
Dairy Journal, Los Angeles, Wl 
increase its basic page rate trom 
| $126 to $147. 
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‘MORE HORSEPOWER THAN YOU NEED'—Chrysler Division's four-color cen- 
ter spread, which appeared in the Aug. 23 Saturday Evening Post, brought in a 
deluge of requests for reprints, according to McCann-Erickson, the agency. The 
ad appears again in the Sept. | issue of Life and the Sept. 6 issue of Collier's. 


Berkshire Maps Drive 


Berkshire Knitting Mills, Read- 
ing, Pa., will launch a new cam- 
paign this month, to continue 
through December, using full- 
color pages in Harper’s Bazaar, 
Ladies’ Home _ Journal, Life, 
Mademoiselle, Seventeen and 
Vogue. The campaign will be 
built around a “City Lights” 
theme and will feature Berkshire’s 
three new stocking colors for fall 
—‘Half Light,” “High Light” and 
“Black Light.” Geyer, Newell & 
Ganger, New York, is the agency. 


Yonker Retires 

Ralph L. Yonker, publicity di- 
rector of J. L. Hudson Company, 
Detroit department store, has re- 
tired after 32 years with the com- 
pany. 


Orr Joins ‘American’ 

John K. Orr has joined the sales 
staff of American Magazine. He 
will make his headquarters in 
New York. 


| 
Merrick to Storagewall 
James H. Merrick, formerly | 
vice-president and general attor- | 
ney of Rheem Mfg. Company, | 
New York, has been elected presi- 
dent and chairman of the board 
of directors of Storagewall, Inc., 
Indian Orchard, Mass., manufac- 
turer of a line of rebuilt inter- 
changeable units combining stor- 
age space and furniture facilities. 


Buys Woodstock Co. 


Century-America, Chicago hold- 
ing company, has purchased the 
Woodstock Typewriter Company, 
Woodstock, IIl., for a sum said to 
be in excess of $2,000,000. No 
change in Woodstock policy is 
planned. 


Appoints Doherty 

Edward Doherty Jr., formerly 
manager of the western region 
news bureau of Capital Airlines, 
Chicago, has been named director 
of public relations of American 
Airlines in New York. 


oes YOUR Product Ray. 


IN THE ST. PAUL MARKET 


How P 


Here's Your 
Answer / 


The "1947 Dispatch. : 
Pioneer Press Consumer 
Analysis" gives the con- 
sumer acceptance of your 
product and 1,535 others in the 
St. Paul Market. 


nent facts you will want to know, 


Here are perti- 


This 175-page, fact-filled research re- 
port is now available upon request... 
Use your letterhead and write: 


National Advertising 
Department 
St, Paul Dispatch-Pioneer Press 
St. Paul 1, Minn. 
or 
Ridder-Johns, Incorporated 


342 Madison Ave. 
New York, N. Y. 


Penobscot Building 
Detroit, Mich. 


Wrigley Building 
Chicago, Ill. 


ST. PAUL DISPATCH-PIONEER PRESS 


wheel 


You will find us willing to meet you more than half 
way, believe in what you tell us, like you better, be pre- 
disposed to buy what you have to sell, and prove amaz- 
ingly loyal to you and your products or services. 


We are not wearing our hearts on our sleeves, but 
we are sincere and friendly folks who will welcome and 
respond to your advertising when we see it on the pages 
that some 1,300,000 families of us turn to with interest 
and confidence every week. 


True, we learn about you through other publications. 
But when you are interested enough to reach us more 
intimately through these respected pages, we will open 
our billfolds for you more quickly. 


Cc. D. BERTOLET & CO., INC. 

Advertising Representatives 
CHICAGO 

30 N. Dearborn St., CENtra!l 0481 


NEW YORK 
110 E. 42nd, Rm. 803, Lex. 2-6176 
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Names Sieck Agency 

H. Charles Sieck, Inc., Los An- 
geles, has been named to handle 
the advertising of Admiration 
Auto Seat Cover Company, Los 
Angeles. Local newspapers and 
direct mail will be used. 


Two Join Crook Agency 
Wilson W. Crook Jr. and Rob- 
ert L. Claxton Jr. have joined 
Crook Advertising Agency, Dal- 
las, as junior account executives. 


Walter Lowen 


PLACEMENT AGENCY 


e 
Headquarters since 1920 for 


ADVERTISING PERSONNEL 


Executive © Copy ® Art ® Clerical 


Resumes requested before registration 
on all executive and copy positions. 


420 Lexington Avenue 
New York 17, N. Y. 
LExington 2-8862 


‘ab que pe 
Thursday noon, 11 days f 


per column inch. Regular card discounts on multiple insertions and space over $ inches apply on display 


HELP WANTED 


| 


h order. Figure bold face heads (maximum two lines) 


‘ take card rate of | 


HELP WANTED 


BOOKKEEPER — Full charge _ for 
Chicago adv. agency located North 
Michigan Ave, Advertising experi- 
ence essential. Age 25-35. Initiative 
and background of responsibility 
necessary for this excellent opening. 
Telephone Superior 3116 for appoint- 
ment. 


An alert industrial space salesman 
in Chicago can earn $300.00 per 
month on part-time basis, straight 
commission, representing 15 year 
old leading industrial magazine. 
Write in detail to: ; 

Box 9105, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill 

ADVERTISING & PUBLISHING 
Recognized Personnel Service, Op- 
erating nationally since 1914. Con- 
fidential intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 

30 W. Washington St., Chicago 3 _ 
ADVERTISING MANAGER WANTED 
Exceptionally good opening for an 
advertising manager in an_exclu- 
sive Men’s and Women’s Clothing 
Store. You will take complete charge 
of radio and newspaper advertising. 
Must be capable of taking care of 
newspaper layouts and art work. 
Write giving past experience. 


Box 394, Memphis, Tenn. 
= 


ADVERTISING SALESMEN 
EARN $5,000 TO $25,000 ANNUALLY 


sell this newest most 


sensational advertising sign 


Multi-Color 


MOVING LITE 


Electric Display 


Animated, scintillating motion without mechanical action— 
No motors—no gears—no moving parts. It is bound to revo- 
lutionize the neon industry. Protected by U.S. and foreign 


patents. An opportunity of 
Write today for particulars. 


a life time for big earnings. 


OHIO ADVERTISING DISPLAY COMPANY 


Ohio Blidg., Pearl Street 
Cincinnati 2, Ohio 


\ e* ’ 
\ gotay My 
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AD-MAN | 


Opportunity Knocking For 
Experienced Ad Writer 


Advertising director of a large na- 
tional organization located in Cin- 
cinnati needs strong “right arm. 
Hh Should have extensive experience 
with booklets, folders, dealer ad 
mats and ideas for selling to and 
through the retailer. Will be ex- 
poutad to shoulder many executive 
responsibilities for sales promotion 
activities. tying in with firm's mag- 
azine and radio campaigns. Should 
know printing. art work. etc., co- 
ordinating his abilities with a 
large staff and an alert agency. 
Unusual opportunity for a creative 
individual tween = 40. pow 

$8500. plus profit-sharing an 
beaus incentives. Write full details 
and enclose snapshot. 


Box 6808, ADVERTISING AGE : 
| 400 E. Ohio St., Chicago 11, Illinois 


ART DIRECTOR 


Medium-to-large size New York agency 
looking for young (32-35) top flight artist 
now making around $10,000. Good salary 
increase to start. Products are premium- 
priced, prestige package goods. 


This is a real opportunity for the man 
who knows that all he needs is a break. 
Our staff knows of this advertisement. 
We will not check references until after 
interview. List products currently working 
on and, if possible, refer to recent ma- 
terial in magazines or newspapers. Send 
no bound samples. 


Box 6807, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


‘| FREE-LANCE WRITER, 
| IDEA MAN —AT YOUR 
| SERVICE! 


Here's a widely experienced, versa- 
|] tile Chicago copywriter ready to pro- 
duce for you strong copy, workable 
layouts, sound merchandising slants. 


He's well worth your writing today to: 


ROUNDED PUBLISHING 
EXPERIENCE AVAILABLE 


Seeking wider potentialities. Successful rec- 
ord as publication advertising and sales man 
ager for t national busine pers, and on 
annual catalog Trained and supervised space 
salesmen Thoroughly qualified lic 
sales promotior Widely travelle i 
in agency and customer contact Plann 


wrote copy 


of complete campaigns for advertisers Profes- 
sional writing and newspaper experience 
Thorough knowledge of the graphic arts 35 
ears old. at present in Chicago Available 


immediately 


Box 6810, ADVERTISING AGE 


Box 6797, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 

GEORGE WILLIAMS—Personnel 

269 S. State St., Har. 2063, Chicago 

COPYWRITER WANTED 

Young man with at least as much 

sales sense as word sense. Broad 

viewpoint and independent thinking 
more important than facility with 
words. Our ads are built on facts, 
not dreams. Diversified accounts in 
medium sized city 140 miles from 

Chicago. Excellent opportunity for 

development. Interviews arranged 

at mutually convenient point. Give 
full details including salary in your 
first letter. 

Box 9119, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


MONARCH PERSONNEL 
Advertising—Graphic Arts 
National Coverage 
Agencies in 38S Cities 
28 E. Jackson Blvd. Chicago 4, Ill. 


ARTIST—LAYOUT 

An experienced artist of ambition 
and initiative will enjoy the oppor- 
tunity for exercising his varied tal- 
ents in this progressive advertising 
agency. We have an important po- 
sition for the right man, a position 
of responsibility and future prog- 
ress. You'll need experience in many 
types of products, for layout and 
finished art in national and trade 
paper ads, direct mail, display. Con- 
genial surroundings, air conditioned 
office, located in large city 90 miles 
from Chicago. 

Box 9120, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
LICENSED RADIO AMATEUR 
For catalog preparation, magazine 
advertising, and amateur experimen- 
tation for magazine publicity ar- 
ticles. Some advertising or publicity 
experience necessary, but competent 
supervision will be supplied. Oppor- 
tunity for independent’ thinking. 
Write fully, stating salary required. 
E. F. Johnson Co., Waseca, Minne- 
sota. 


FRED J. MASTERSON 

Advertising & Planning 
Personnel 

Placements of all types with leading 
organizations 

185 N. Wabash Ave., Chicago 


POSITIONS WANTED 

ADVERTISING MANAGER wants 
to get as far from New York as it is 
possible to get and still be an ad- 
vertising manager. The smaller the 
community, the better I[':1l like it. 
Prefer the East, but will consider 
any locale. Prefer job with com- 
pany making something useful— 
tractors, furniture, electrical. equip- 
ment, baby carriages, pre-fabricated 
houses, or what have you. Can han- 
dle entire advertising program— 
trade and consumer, newspaper, 
magazine, direct mail, display, deal- 
er program, copy, rough layouts, 
and all the rest. Very strong on 
Planning, ideas, and reason-why 
copy; weak on funny stuff, fluff, 
and perfume-type gush. I believe 
the function of advertising is to 
sell goods, and not to win awards 
for prettiness. For a more extended 
version of my advertising philoso- 
phy, see John Caples’ “‘Tested Ad- 
vertising Methods.” I agree wholly 
with what he says. Would like 
$10,000 but will take $7,500 if your 
company shows signs of growth. If 
there is a wider potential market 
for your product, my advertising will 
aid substantially in that growth. 
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Gardner Publications 
Names Krings and Kline 


John M. Krings, vice-president 
of Gardner Publications, Inc., has 
been named to manage the west- 
ern territory including Illinois, 
Minnesota, Wisconsin, Iowa and 
western Michigan, with offices in 
Chicago. Richard S. Kline, for- 
merly Chicago representative, has 
been appointed to handle the east- 
ern Michigan territory, with head- 
quarters in Cincinnati. 

Both men are space representa- 
tives of Modern Machine Shop, 
Products Finishing, Oficina Me- 
canica Moderna and El Taller 
Mecanico Moderno. 


Milwaukee Club Elects 


Andrew Hertel, promotion man- 
ager of the Milwaukee Sentinel, 
has been elected president of the 
Milwaukee Advertising Club, suc- 
ceeding Frederic Schneller, who 
resigned to become general mer- 
chandising manager of Lever 
Brothers Company, Cambridge. 
Robert A. Heinz, assistant pub- 
licity director of the Boston Store, 
has been appointed vice-president, 
succeeding Mr. Hertel. Carrol 
Brusatt, salesman for W. A. 


|Krueger Gompany, has been 
{named secretary. 


Printers Consolidate 


Times-Mirror Printing & Bing. 
ing House, the Times-Mirror Pres. 
and American Engraving & Elec. 
trotype Company have been con. 
solidated under the name of 
Times-Mirror Press, and will op. 
erate as one unit, a division of the 
Times-Mirror Publishing Com. 
pany, publisher of the Los Angeles 
Times. The companies have beer 
operating under the same man- 
agement for a number of years, 


Kurk & Brown Names Two 


Kurk & Brown, New York 
agency, has appointed David A. 
Collins, formerly with Aetna Ad- 
vertising Agency, and Herbert B. 
Mankoff, formerly with Furniture 
World, as account executives. 


MacGregor Joins D-F-S 
George P. MacGregor, formerly 
with Coca-Cola Company and 
Young & Rubicam, has joined the 
New York office of Dancer-Fitz- 
gerald-Sample in an executive ca- 
pacity to work on drug accounts, 


This opportunity calls for a 


in quantities. 


excelled in the industry. 


Attractive living conditions and a 
going-somewhere company are more 
important to me than the exact 


ried. I am now the 
manager of a company 
been familiar with 
My record in 
standing. 
Box 9128, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 
ADD AN ASSET TO YOUR STAFF 
Personable young woman, trained 
and exper’d in research-statistics- 
marketing. Knows sources, surveys, 
reports, presentations. Some promo- 


you have 
since childhood. 
present field is out- 


tion work. Writes well, creative 
imagination, good contact person, 
well educated, responsible. 

Box 9118, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 
EXTRA RIGHT HAND FOR BUSY 
ART DIRECTOR 
woman experienced in all 
phases of art production and art 
buying. Able to schedule and make 
traffic meet the deadline. Can take 
an unlimited quantity of worriesome 
detail off your hands. 
30x 9122, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
CHICAGO AGENCY COPY MAN 


Young 


12 yrs. Radio, Mail Order, Direct 

Mail and Technical Experience. 
Box 9124, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, TI. 


REPRESENTATIVES AVAILABLE 
NEW YORK REPRESENTATION 


ide publ. Straight commission, 


COMMERCIAL ART 
STUDIO REPRESENTATIVE 


tives to sell well-rounded 
service to agencies and manufacturers. 
have established contacts in 
| write fully in first letter. Confidential. 
| Box 6809, ADVERTISING AGE 


100 E. Ohio Street, Chicago I!, Hiinois 


100 E. Ohio Street, Chicago, Illinois 


Established, expamding studio offers unusually See today! 
| good opportunity for one or two representa- \ 
commercial art | —— 

. eee FOREIGN TRADE 
these fields, 


9121, ADVERTISING AGE 


330 W 
MISCELLANEOUS 

LIKE NEW ADDRESSOGRAPH 

| Class 1900. Sim. to post war model 

All stand. Attchmnts. A-1 


E 


Call Mr. Johnson, DEA 2831. 


Confidential reports, 
}copy and circulation 
| ing Rio de Janeiro, Sao Paulo, this yr 


Box 9103, ADVERTISING AGE 


rate and data 


190 E. Ohio St., Chicago 11, TIl. 


starting salary. I am 38 and mar-| 
advertising | 


desires free lance copy assignments. | 


Est. one-man office would add third}! 


42nd St., New York 18, N. Y. 


} 
| 
cond, 
| 
| 


checks. Cover- 


SALES REPRESENTATIVE 
OPPORTUNITY 


There is room in this organization for another sales repre- 
sentative who wants to establish a permanent career in one of 
the most important divisions in the advertising field. An adver- 
tising background is not necessarily essential but it will help. 


old to contact national and regional advertisers of consumer 
goods. The man will present to these advertisers illuminated 
sign programs for identifying dealers, together with brand names, 
of nationally advertised products. 

We produce both Neon and Fluorescent type signs and 
will support the man with a most efficient designing staff for 
creating ideas and mass production facilities for making signs 


We will give him a product that has met the acceptance 
and satisfaction of the country’s leading advertisers for twenty 
years, and will back him up with an organization that is un- 


In short, here is an opportunity to carve out a real place 
in an interesting branch of advertising and achieve financial 
security. If you think you are the man, we are inviting you 
to write us today. Tell us what you are doing, what you have 
done, as the first step in getting together. 


“QUALITY Neen ond Fivuerescent Signs...ia QUANTITY* 


bust One, Lima (Rio 


REPRESENTATIVES 


high caliber man 30 to 40 years 


1M ALL PRINCIPAL CITIES 


in your locality is necessary. If 


line includes: 


pletely. Write us today. Tell us 


SALES REPRESENTATIVE WANTED 
POINT-OF-SALE ADVERTISING 


Our 45-year old firm, one of the largest producers of Point-of-Sale 
advertising, has openings in several choice territories for high calibre 
sales representatives. Must be aggressive, creative type, familiar with 
merchandising and dealer advertising. Wide acquaintance with sales 
promotion and advertising managers of most important advertisers 


tunity for a profitable, permanent career in an established field. Our 


WINDOW, COUNTER AND FLOOR DISPLAYS 
. » » CARDBOARD CUT-OUTS . . . ANIMATED 
AND LIGHTED DISPLAYS . . . FIBRE, PAPER AND 
CLOTH BANNERS, PENNANTS AND SIGNS... 
MYSTIK SELF-STIK SIGNS . . . MYSTIK ECONO 
SIGNS FOR TRUCKS . . . MYSTIK SPECIALTIES 
. . « MYSTIK SELF-STIK PRODUCT IDENTIFICA- 
TION SIGNS . .. MYSTIK CHEK TABS. 


We have a complete sales promotion service to assist you in making 
sales, including a creative department that can handle the job com- 


tions, territory you cover, lines you handle and accounts you sell. 
Chicago Show Printing Company 


Showmanship In Point-of-Sale Advertising 
2635 North Kildare Ave., Chicago 39, Illinois 


you can qualify, here is an oppor- 


about your past and present opera- 
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a x ’ . 1 
as been {American Steel Boosts Sunset’ Goes Home Name Brisacher Agency | 
Elmer Kyndberg sane Polling Caegens, Sex| Briathct Yon Meek Eek FORO 
ee n ublishin y, n| Brisacher, Van Norden aff has | 
2 — ag abet nina — Francisco, and printed by the/|been named to direct the advertis- | Biome MONaog 20.8.0 
; manag a manager of the Cyclone Kabel Press, Mt. Morris, Ill., since| ing of Dumont Sales Associates, | . ‘ 
& Bing. Hjeral pay of Flin Peay Steel 1940, is back on home grounds,| Los Angeles, manufacturer and 
ror Press gm Fence Company, Waukegan, Ill with all editions being printed in|distributor of perfumes, and 
& Elec. Mes Lyon pond diary. Joseph F.|*e new plant of Pacific Press,|Adams-Fairfax Corporation, man-| 
een con. fgga U. 5. wer, Seale dene 4 district Inc., Los Angeles. Composition, | ufacturer and distributor of auto- | 
lame of fm Boyce nager of the Waukegan |¢msraving and electrotyping for| matic merchandising machines. | 
Will op. sales. manag €aM | the magazine will continue to be ecniemastonsicimens 


on of the mgdistrict; Robert W. Ewert has been | qone in San Francisco, where edi- 


ointed district sales manager : : Clark Joins ‘Ne ’ 
: Seon ope the southeastern district with pcre caret executive offices iad | Cant. A Feces OTN ao 
ave been headquarters in Savannah, and : . . 


- joined the staff of the advertising 
: - BBJohn D. Filer has been named as- f ~ 
Bag “stant district sales manager of Nam Braitsch Agen department of the News, Char-| 
years et : es al lotte, N. C. 
; the eastern district with headquar-| Arthur Braitsch Advertising . 


ters in Newark, N. J. A r 
gency, Providence, has been . 
named to handle the advertising Edson Appoints Harvey 


~w York . ; of Fireside Products, North Scitu-| Edson, Inc., Chicago, manufac- 
David A. Joins Cocktield r Brown ate, R. L, manufacturer of fire-|turer of textile products, has 
etna Ad- Christopher Ellis, writer, actor place forms and other specialty | placed its advertising with Harvey 


erbert B, MBand newscaster, has joined the products. Advertising Agency, Chicago. 
Furniture @gradio department of Cockfield, 


ives. Brown & Co., Montreal. | 


ET RE | | 
)-F-S Retail Grocers to Meet 


formerly The National Association of Re- 


es Two 


any and {tail Grocers will hold its 49th 
oined the HJannual convention in Atlantic ' 
ncer-Fitz- Micity, June 20-24, 1948. 

cutive ca- 


accounts, 


. dver- 
" f newspaper 4 
” Reflecting the selling ere ompany's sales have 
pre- # : ae os ee i tising, rere. wong brass 1940, while spey 
Ca ne re than 400% in regeind 
> of didn’t answer! ICT ea ae ortising gibi” | 
ver- ; - Ye 
elp. a 
ears | 
mer 
ated URRENTLY The Wall | 
mes, Street Journal is iden- The Portland Cutlery Company has increased 
and a by bus ~—— sales more than 400% since 1940. Over 90% t 
for tion and function more f th bicin eale hich int 4 | 
lens than 26,000 of its subscrib- o € promotion A udget w i influence | 
ers, Or approximately 25% | this remarkable gain was spent in newspapers 
“a of 7 pression 3ist total net | —three-quarters of that amount in The | 
un- sh eteraait Oregonian. This store’s success story, like 
Pein A broad and comprehen- that of many other advertisers, reflects the 
ncial sive analysis of a unique | selling power of The Oregonian’s good news- 
io = a oe papering—a basic policy of news presentation 
and community service that has earned loyal 
a In the survey procedure readership and circulation leadership. Sales 
of identifying a ratio of | response from Oregonian advertising can help 
one out of every four sub- - ‘ 
scribers by each state, 117 bring sales success for you, too. Place this 


questionnaire letters were 
mailed to subscribers in 
the state of Utah. To date, 
replies from 112 of these 
have been received! 


good newspaper at the top of your advertis- 


ing must list in the dynamic Oregon market. 


Fist 


ON YOUR ADVERTISING MUST LIST 


Fust 


As one well known re- 
search man enviously ob- 
served, “that must be 
downright embarrassing 
to you— what happened 


vot. Sale eters: nonall IN CIRCULATION DAILY AND SUNDAY 

| calibre 

iar - The total return, asin pre- 

ab ws vious questionnaire mail- 

. oppor- ings to Wall Street Journal — 

Id. Our subscribers, will average | > 
between 75% and 80%. The Oregonian 

\YS 

&TED Do you know of any other | aahinn Cilia nea 

.ND Publication whose audi- The Great Newspaper of the West 

Fes ence is so responsive? 

NO 
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Hunter Advanced 


W. L. Hunter, sales manager, 
has been appointed manager and 
sales manager of the Chicago 
bakery of Sunshine Biscuits, suc- 
ceeding J. A. Danaher, who has 
been transferred to Sunshine’s 
Dayton bakery. 


Appoints Hobbs 


Frederick W. Hobbs, formerly 
an account executive of Advertis- 
ing House, Inc., has been ap- 
pointed special sales adviser in 
the decoration and home furnish- 
ing department of Town & Coun- 
try, New York. 


Federal Agencies 


Trim ‘47-48 Plans 
for Market Data 


“ECONOMICS” 
FOR PRESIDENTS 
DUN’S REVIEW — 


Census, BLS and 
BAE to Eliminate 
Many Reports 


WASHINGTON—The government’s 
statistical agencies have worked 
/out new programs for the current 
fiscal year, greatly curtailing the 
scope of many of their activities, 
in line with sizable budget cuts 
inflicted by Congress. 

Some of the deepest of all 
budget cuts in the economy drive 
were reserved by Congress for the 
Census Bureau and the Bureau of 
Labor Statistics, cut back 40% 
each from the figure submitted by 
President Truman. 

The cuts mean the elimination 
of many reports, less frequency 
for others, and less detail for most. 

Some which have been issued 
weekly, go to a monthly or quar- 
terly basis. Others which have 
provided detail on local market 
conditions have become general- 
ized to a point where they refer 
reliably only to national trends. 


Seeks Outside Aid 


With $4,000,000 less to work 
with than it had in fiscal 1947, 
Census Bureau is enlisting the 
help of chambers of commerce, 
trade associations and other or- 
ganizations in order to maintain 
a representative amount of re- 
tail and manufacturing trade sta- 
tistics. 

Under the budget, about half of 
the 120 Census field offices have 
been closed. The trade groups 
have been asked to substitute for 
Census personnel in checking on 
the flow of information from the 
field to the bureau here. 

Census has abandoned plans to 
increase its monthly retail trade 
coverage to all 90 cities with a 
population over 100,000. More- 
over, it is being forced to with- 
draw from many of the 60 cities 
where it is currently operating. 
It is probable that Census will be 
operating eventually in only 37 of 
these cities, but local reports will 
continue for most if the chambers 
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and other groups cooperate. 
Census is also cutting down on 
special housing, population and 
labor force studies. The survey of 
consumer income will be discon- 
tinued and supplementary in- 
quiries on such subjects as part- 
time employment, migration, work 
availability and education will be 


drastically reduced. Other Census |} 


reductions have taken place among 
reports on wholesale, service 
trades and industry reports. 


Adjustment at BLS 


The adjustment at BLS is also 
under way. BLS is undergoing a 
general recasting of wage study 
programs, and a reduction in the 
scope of all programs. 

State and local statistics have 
been eliminated in whole or in 
part for industrial employment, 
local housing units started and 
completed (in all but 6 of 65 
areas), retail fuel prices (in 21 
of 55 cities now covered), and 
building materials charges in 53 
cities. The monthly consumers 
price index becomes a quarterly 
for 11 cities. 

Reports reduced in scale include 
those on productivity for about 35 
manufacturing and non-manufac- 
turing industries; industrial acci- 
dents; foreign labor conditions, 
and labor economic studies and 
occupational outlook. There will 
be a delay of several weeks on 
current strike statistics. 

The Bureau of Agricultural Eco- 
nomics will eliminate many crop 
and livestock economic investiga- 
tions in order to save the 20% 
ordered by Congress. BAE sur- 
veys on changes in land value, 
farm tenure and ownership, major 
uses and ownership of rural land, 
changes in farm labor require- 
ments, costs and returns by major 
types and sizes of farms and dis- 
tribution of farm income will be 
curtailed or eliminated. 


Joins Dillard Jacobs 


J. F. Jacobs has resigned as 
president of Jacob List, Inc., Clin- 
ton, S. C., to join Dillard Jacobs 
Agency, Atlanta. Robert F. Black 
has been named to succeed Mr. 
Jacobs in Clinton. 


Appoints McKim Agency 

McKim Advertising, Toronto, 
has been appointed to direct the 
advertising and sales promotion 


of Stromberg-Carlson Company, 
Toronto. 


W 


_ Exelusive New 
_ Radiant Screen 
i Features 


2 Screen Levelier’ 
3 Shakeproof Safety Catch 


4 Feather Touch Adjusting 
Handle (U. S. Patent) 


6 Built-In Shock Absorbers 
7 Automatic Leg-Lock 

| 8 Rubber-Ball Tripod Feet 
+ & Triangular Steel Tube 


5 Fully Automatic Auto-Lock* © > 


iam startling Difference 


P| 


oe! 


Radiant Screens for 1948 offer 
you a host of important, basic im- 
provements that bring: vewsharp- 
e4 ness, new clearness, new brilliance 
© to black-and-white projection... 
1 Self-Opening Tripod Legs” te a new rich, natural beauty to all 
* color pictures. Quick and easy to 
set-up with the screen flowing 


smoothly into proper position... 

readily adaptable to a wide va- 

* ) riety of projection conditions. 
€] 


Sturdy and trouble-free, these 
modern, precision-built Radiant 


THE NEW RADIANT SCREENS 
MAKE IN YOUR PICTURES 


MAGNIFIED 
VIEW OF 
Radiont's 
“Hy-Flect” 
screen sur- 
face of 
millions of 
glass beads 
imbedded 

in pure 

white plas- 
tic. These 
REFLECT light 
instead of 
absorbing it! 


| 


Akron, one of the coun- 


try's most important in- 
dustrial centers, is growing 
more important every day. 
Numerous small plants are 
springing up throughout 
the city, but the largest 
single addition to Akron's 
industrial picture since the 
war has just been an- 
nounced, 


Goodyear Tire & Rubber 
Co. has purchased from 
the government one of the 
remaining aircraft plants 
located near Akron Air- 
port. 


Known as Plant C and 
consisting of 13 modern 
manufacturing and service 
buildings, it covers about 
36 acres of land. 


The new factory will be 
used by Goodyear to ex- 
pand its production of Air 
its foamed latex 
rubber product, and Plio- 
film, a transparent pack- 
aging material. 


Foam, 


The new operation will em- 
ploy 1,230 at the start 
with an annual pay roll of 


$3,400,000.00. 


Keep an eye on this rich, 
expanding, industrial Mar- 
ket and remember, Akron’s 
only daily and Sunday 
newspaper covers it com- 
pletely and economically. 


Countrustion Screens bring out the best in 
10 Automatic Leg Adjustment [  @”y pictures! {-— 
11 FingerGripCarryingHandle | | : | aaa eae ~AKR ‘ 
12 Streamlined Design a SL rv Wy: a i, 4 
: 3 Automaticles Closing = Send for FREE Screen Guide Today! RADIANT MANUFACTURING CORP. a 
igo, 24 Complete Range of Screen | “Secrets of Good Projection,” a 32-page 1203 S. Talman Ave., Chicago 8, Ill. BEACON 
ae Neights booklet, gives proper screen sizes, correct Send me FREE copy of “Secrets of 4 ; 


45 = @uarentes Good Projection’’—also latest Radiant 

Unconditional Catalog showing complete line of Ra- 

diant Portable, Wall, Ceiling and 
‘Table Screens. 


projection lenses, tips for improving pro- 
jection and many other valuable facts. 
Mail coupon for your FREE copy. 

ZA 


RADIANT 
Beg.U.S. Per On, al a XX City - me S. KNIGHT, Publishel 
Y My Dealer Is = \ ee 
PROJECTION SCREENS wire 
oO 


j 


The complete Radiant line 
| includes Wall, Ceiling and 
j Table Models in sizes 22 
5 inches x 30 inches to 20 

feet x 20 feet ond larger 
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Represented by: 
STORY, BROOKS & FINLEY 
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Metropolitan 
HomeConstruction 
Up 50%. Since ‘39 


MINNEAPOLIS — Home _ construc- 
tion in 1946 was 50% greater than 
in 1939 in 115 key metropolitan 
areas, according to Investors Syn- 
dicate’s annual survey of housing 
construction. 

New housing units built last 
year totaled 412,455, over four 
times the 101,511 units built in 
the 115 communities in 1945. 

The study shows that average 
cost per unit has jumped 45%, 
from $4,725 in 1945 to $6,870 in 
1946. 

Investors Syndicate reports a 


marked shift away from apart-| 
ment house construction and pub- | 


lic housing since 1939. The change 
is credited largely to curbs on 
apartment unit rents. Builders 


it points out that 
were 


in 1946 there 
more than twice as many 


homes built as in 1939, while the! 


number of apartments built de- 
clined 30% in the seven years. 


Kayser Plans Magazine, 
Newspaper Campaign 
Julius Kayser & Co., New York, 
will use three magazines and 16 
newspapers to promote Kayser 
hosiery this fall. The campaign 
will break in Life, beginning Sept. 
15 and running to Dec. 1, and ad- 
vertisements have been scheduled 
for the September, October, No- 
|vember and December issues of 
| Playbill and The New Yorker from 
| Oct. 4 to Nov. 29. Newspaper in- 
|sertions started last week, con- 
'tinuing until the end of November. 
| A broadside being mailed to 
stores throughout the country 


| $200,000. 


gives eight window display ideas, 
with color suggestions and direc- 
tions for assembling them, and 
contains a_ self-mailer for stores 
to make use of when ordering 
dealer mats. Cecil & Presbrey, 
New York, is the agency. 


Plan Expansions 


The Tri-Cities Daily, Sheffield- 
Tuscumbia, Ala., and the Times, | 
Florence, Ala., have announced | 
plans for a new building and new 
equipment to cost approximately 
All present principal | 
mechanical equipment will be re- | 
placed and additional equipment 
added as it becomes available from | 
manufacturers. The two news- 
papers, evening dailies published 
by J. L. Meeks Jr., will begin pub- | 
lishing Sunday morning editions | 
as soon as mechanical and news- 
print conditions permit. 
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IN HELENA, OVER 80% OF THE EAGLES 
OWN SHOOTING IRONS. . 


The monthly poll of Eagle Opinion showed that in 
Helena, Montana and three other typical Aeries 
83.6% of the Eagles in those cities own their own 
rifle or shotgun. We admit being a little surprised 
by that figure, too. This is just one example of 
what over 1,000,000 Eagles buy, and the Fraternal 
Order of Eagles is growing at the rate of 28,000 
each month. 


MORE THAN 
ONE MILLION 
SUBSCRIBERS 


704 WARNER BUILDING - 


MILWAUKEE 3, WIS. 


cannot make a profit on multiple- | 


unit apartments, 
centrated on 


and have con- 
single - occupancy 


homes for sale, the syndicate says. | 


The Best Buy in 
Central lowa 


HERE'S A REMINDER 


(if you need one) 


KSO is the only CBS station 
serving central lowa . . . one 
of the nation's richest markets. 


You get this top market 
in 
one package 
over 
one station 


KSO 


®eeeeeeeeeeee ee 
. 

e Response-Rated . 
° Programs ° 
. an se 
° . 
‘ Exclusive Feature . 
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TO THE RAILROADS 


— reaching the specific groups of 
buyers who represent your market. 


HE men who authorize and specify purchases of your railway products are easier to ap- 
proach if you appeal to their specialized business interests. The four Simmons-Boardman 


railway papers open this road for you. Each one functions as a main artery of news and engi- 
neering “know-how” keyed to the individual interests of the specific groups it serves. 


To reach railway executives, or mechanical officers, or engineering and maintenance officers, or 
signaling and communications officers—there is a Simmons-Boardman specialized railway pub- 


lication that will put your sales messages on the direct sales road to the men who influence or 
control the purchases of your products. 


Write to the Simmons-Boardman office nearest you for information regarding the railway mar- 
ket and how to reach it. 


Simmons-Boardman Publishing Corporation 
30 Church Street, New York 7, N. Y. 


105 W. Adams St., Chicago 3 
530 W. 6th St., Los Angeles 14, Collif. 
300 Montgomery St., Son Francisco 4, Calif. 


Washington 4, D. C. 


\ 


Terminal Tower, Cleveland 13 
1038 Henry Bidg., Seattle 1, Wash, 
2909 Maple Ave., Dallas 4, Texas 


-BOARDIMAN PUBLICATIONS 
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Increases Ad Rates ‘Televise Football Games 


Effective with the February, The Oldsmobile dealers. of 
1948, issue, Popular Science) metropolitan Detroit have signed 
Monthly, New York, will increase} to sponsor televised broadcasts of 
its rates approximately $100 per|all University of Michigan home 
page. The ABC guarantee will be! football games this season. This 
increased from 600,000 to 700,000’ marks the first time Wolverine 


net paid. ' games have been televised. 
| ins, Mill f 
% 
Py 
> 
S 
had 207 N. MICHIGAN AVENUE » CHICAGO 
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though only about one-fourteenth 
‘of the company’s foreign sales go 
ito Mexico, the company had 
| selected Mexican pesos as the for- 
eign currency to use in the pro- 
motion because “pesos are both 
/available and stable.” 

Local merchants have agreed to 
accept the pesos for purchases at 
the rate of five to the dollar. 

“Everybody in Janesville will 
have Mexican pesos passing 
through his hands during the four 
or five days following Sept. 19,” 
Mr. Parker said. ‘“‘When they are 
through circulating, the banks in 
Janesville will accept them for 


Parker to Pay 
40% of Wages in 
Mexican Pesos 


JANESVILLE, Wis.—The 2,000 em- | 
|ployes of the Parker Pen Com- 
|pany will receive 40% of their 
/pay Sept. 19 in Mexican pesos. 
_ The unheard-of move, which 
|has the approval of Parker em- 
| ployes, has good reason behind it, | (deposit or exchange. 
_and was explained by Kenneth | “The itinerary of the pesos 
| Parker, president of the company, should prove that every grocer, 
|in a full-page ad in the Janesville | lawyer, barber, landlady, farmer 
Gazette. 'or merchant here in Janesville is | 

Between 35 and 40% of the| involved in the export business of | 
company’s business is done out-/|the U. S. A. whether he knows it | 
|side the United States. The pay-|or not. 
/'ment in pesos is a promotion to 
make this community and Parker | Explains Dollar Shortage 
|employes realize the value of for-| 
|eign trade. | tant facts in our local and domes- | 

“The company’s and the em-/|tic economy. The other is this: | 
| ployes’ welfare and prosperity are | Just as a retail merchant must | 
largely dependent upon orders| buy as well as sell, foreign trade 
from abroad,” Mr. Parker pointed | must likewise be a two-way buy | 
| out. “Hence, it’s only natural that | and sell exchange. The U. S. A.| 
‘all of us here at Parker want the | |must buy from foreign countries | 
whole community to know the |as well as sell to them. If we sell | 
importance of foreign trade to us,|only and do not buy, the coun-| 
and, through our pay checks, the tries become short of dollar ex- 
importance of foreign trade to|change and cannot keep on buy-| 
everyone in Janesville. | ing. 

“Right now, American export} 
trade is running two and one-half | 

“Just telling people about it—/| times as heavy as U. S. imports | 
_just words—seem to fail to show | from foreign countries. The world | 
‘the picture in its true colors. lis running short of U. S. dollar 
|Hence the plan—40% being the} exchange with which to buy from | 
| correct proportion of each per- | us. This can cause—and may well | 


“That is one of the two impor- 


Merchants Cooperating 


|son’s pay which stems from) cause—a serious recession in the | 
| abroad.” U. S. economy. Your Congressmen | 
| Mr. Parker declared that al-|and Senators can go a long way | 


‘KXOK Appoints Hubbell 


al 


1947 


toward averting this danger by 
reducing the barriers to the jin. 
coming and equalizing volume of 
imports into the U. S. A.” 

The company does not plan tur- 
ther advertising of the plan. 


U.S. Rubber Adds Dep. 


The tire division of the United 
States Rubber Company, New 
York, has formed a new allied 
products department for the ¢co- 
ordination of all activities involy- 
ing allied commodities. Foster M. 
Stewart, formerly in charge of 
distribution planning for the tire 
division, is manager of the new 
department. 


Names U. S.-Mengel 


U. S.-Mengel Plywoods, Inc., has 
been named to wholesale the 
oe Cork Company’s lum- 

ber dealer line of building mate- 
rials in Jacksonville, Fla., and 
| Houston. 


Station KXOK, St. Louis, has 
appointed Richard W. Hubbell & 
Associates, New York, Cincinnati, 
| Washington and Hollywood, as 
| television and facsimile consultant. 


FUCCESSFULL 
(MITATED 


ing lead over the second paper. 


(SECOND PAPER, 1946 


POST-INTELLIGENCER DEPT. STORE LINAGE, 1946_. 


REPRESENTED 


THE PAUSE THAT SELLS,” 


That golden morning hour of relaxation when husband has gone 
to work and the children are off to school is when Seattle 
housewives reach for their Post-Intelligencer and a second 

cup of coffee. Advertisers know that it is the pause that 

rings cash registers, too. During the past ten years, space 

buyers for local Women’s Specialty Shops have increased 


their Post-Intelligencer linage over three times . . . a command- 


_ Cnnping Paoritlhe 


OF THE SEATTLE POST-INTELLIGENCER’S 
WOMEN’S SPECIALTY SHOP ADVERTISING* 


1936..210,837 Lines* 1946..773,617 Lines* 


561,615 LINES®) 
*Women’s Clothing and Shoe Stores (Media Records) 


oe 2,476,446 


Gee Beatle. Post- Intelligencer 


NATIONALLY 


HEARST ADVERTISING 


SERVICE 
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anger by |children go barefoot, invariably | 
» the = Br oken Back Turns | asked jokingly whether the insur- 
‘olume of ;ance salesman had insurance for 
” Insurance Agent jivscr ‘ue had—and decided to 
plan fur. = tell the entire public how his in- 
lan. Into Advertiser surance had helped him. 
GRAND JUNCTION, CoLo.—It took The initial newspaper insertion, | 
Dept. a broken vertebra to turn Clyde|entitled, “Did I Have Insurance. | 
re United p. Fugate, insurance agent here,|.. When the Horse Rode Me?” de- 
ny iran into a newspaper advertiser—but | veloped such excellent response | 
w allied the results of his advertising have|that Mr. Fugate decided to try | 
r the co- kept him one. again and did so with an ad be- 
2s involy- A district agent for an automo- | ginning, “Wanted: Somebody to 
Foster M. pile insurance company before the | Scratch My Back.” From then on, 
*harge of war, Mr. Fugate opened his own |C. P. Fugate & Co. launched into a ; 
r the tire one-man agency when travel be-| consistent program of weekly ads, — 
the new came restricted, making it impos-|two columns by 3% inches, ap- = 
sible for him to follow his former | pearing every ‘Sunday, in Grand = 
business of contacting local|Junction’s daily newspaper, the 7 
jel agencies. Sentinel. Copy, which contains no S 
3, Inc., has Until two years ago he depended | illustrations but can be identified q = 
esale the entirely upon personal salesman-|by a consistent type layout, is : on 
ny’s lum- ship to sell insurance. Then he|semi-humorous. — 
ing mate- 
Fla., and Business Steadily Rising 
GOOD INTENTIONS Business has increased 25% 
lubbell pont ething on tier Good intentions each year since Mr. Fugate began 
bonis hes ‘ to advertise, and what was once a 
Hubbell & DON’T PAY OFF one-man office now contains two 
Sincinnati, brokene your cat in the ditch: when yeurhome « | | SAlesmen in addition to the owner, 
rwood, as wont pay a dime. Turn Sour intentions Into Fe and a girl to handle office work. 
consultant. collect when trouble hits, Make us pay through Newspapers are the only advertis- 
ing medium employed, and Mr. 
Cc. P. FUGATE & CO. Fugate spends 1% of his present 
mom on «= DNSURANCE pawns gross total premium income of 
oon @ Waneee. noms 2 wan, tee $36,000 on his promotion. 
Gesttenes Phone S500 Sentai Sane pees Mr. Fugate represents nine com- 
panies selling all forms of insur- 
was thrown from a horse, result-|}ance. Regardless of the type of 
ing in a broken vertebra which | insurance, the advertising follows 
confined him to bed for several | the same method of beginning in a 
weeks and kept him in a plaster | light vein and concluding with a} 
ae Sane wale ange. sound selling argument. Each ad/ = Yoy should be selling plenty in New York state. Everyone else does. 
Once in the cast he was able to|carries the name, address, and A 
visit his office for a few hours | telephone number of the firm,| — [ts retail sales exceed the combined total of 17 other states and the Dis- 
every other day, and it was on/along with the names of the 
these downtown trips that friends, | agents and their home telephone trict of Columbia. with more than $300 000.000 to spare! 
on the theory that shoemakers’ | numbers. ’ : . 


What do you know about this market? Do you know how to break 


7 ‘ : it down into pieces you can handle? Do you know the number of out- 
GREAT INDUSTRIES te | lets that handle your type of goods? Are you familiar with the whole- 


Growing. GREENSBORO MARKET |Meat 


WORLDS largest 


of work clothing . . . the home office 


You can guide yourself through this really huge market with Adver- 
tising Age's Consumer Market Data Book. Best of all, you can find a 


producer 


z F Be 
: pots oy age ar prea en te great deal of data on the available media, and how they reach the 
§ in Greensboro. Operating 17 plants people who make up this market, media data on: 
| in 6 states and sales offices in 6 4 
| cities Blue Bell uses approximately | 
120 million yards of cloth to manu- 
| facture between 35 and 40 million 
4 garments yearly, valued in excess 


of $24,000,000. New York Subways Advertising Co., Inc. Long Island Star Journal 


Schenectady Union-Star 
Station WHAM, Rochester 
Westchester County Publishers, Inc. 


Staten Island Advance 
Schenectady Gazette 


General Outdoor Advertising Co., 
Binghamton 


THIS is a part of the broad di- 


versified industrial and tremendous 
agricultural activity in the Growing 
Greensboro Market, reflected in the 
$80,297,000" Gross Farm Dollars 
and the $290,642,000* total Retail 
Sales in the Greensboro ABC Retail 
Trading Zone. 


Herald Journal, Syracuse 

Station WBNX, New York 
Station WSYR, Syracuse 

Station WTRY, Albany 


General Outdoor Advertising Co., 
Brooklyn 


Brooklyn Eagle 


General Outdoor Advertising Co.., 
Manhattan & Bronx 


General Outdoor Advertising Co.., 
Long Island District 

EFFECTIVE et buying in- 
come for the Greensboro ABC Re- 
tail Trading Zone is at an all time 
high of $450,486,000*—a tremen- 
dous potential sales reservoir for 
your products, and reached only 
through the NEWS-RECORD with 
current daily circulation of more than 
90,000, and better than 64°/, cover- 
age of families in the ABC Retail 
Trading Zone. 


New York Journal American 


General Outdoor Advertising Co.., 
Utica 


Station WFBL, Syracuse 


Long Island Daily Press 


ooce ae 
1947 Cons 


| marker DATA BOOK 


The most complete compilation of market information on 
national, state, county, and city markets available anywhere 
is provided by Advertising Age's Consumer Market Data Book. 


helps fies 
bpp 


q 1947 Sales Management Figures. 


Advertising Age’ $ 
CONSUMER MARKET DATA BOOK 


100 EAST OHIO STREET, CHICAGO «+ 330 WEST 42nd STREET, NEW YORK 


_ GREENSBORO, N. C. — 
' by Jann & Kelley, 
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Scores with Ad Series 
on Minneapolis History 

To the Editor: Just thought you 
might like to know how we found 
the answer to the question of how 
to prepare a series of institutional 
advertisements of general public 
interest. 

The series for McGill 
graph Company, 
started out with a series of five 
advertisements, then 10, then 15, 
and so on. It ended up as a series 
of 57 advertisements including the 
final ad in the series, summarized 
and offered to the public in copies 
of the enclosed booklet [‘‘Minne- 
apolis Yesterdays”’]. 

After a series of this nature 
was under way, it was surprising 
how many people would write in 
“I remember this, I remember 


Litho- 


Minneapolis, | 


This department is a reader’s forum. Letters are welcome. 


that...” or “I remember when.” 
Also on a couple of occasions 
we had to recheck our sources to 
determine whether or not some 
people were remembering cor- 


rectly. There was one old-timer | 


in particular who referred to the 


advertisement on the burning of | 


the Lake Harriet Pavilion. As he 


recalled it, it was not a pavilion, | 


it was a hotel; it was not on Lake 
Harriet, it was on Lake Calhoun; 
|it was not on the west shore, it 
was on the east shore. He was 
remembering correctly but he was 
remembering a different fire. It had 
| been a hotel on the east shore of 


| prepared the series. 


|with the Creative Man’s 


— gt 
olga 2 - i ees 


Pong 4SORETROPET? 4 
” 
GET QUICK RELIEF WITH 


concerned in the preparation of 
the material. Craddick Service 


H. L. Crappick, 
Vice - President, Craddick 
Service, Advertising, Minne- | 


apolis. 
7, | 


Cites Soap Ads 
That Are ‘Different’ 
To the Editor: We take 


| 


; | —— 

issue | SO7 
ments in the Aug. 11 ADVERTISING eas 
AGE that there is a “paucity of im- | » Cc es == 
agination in soap advertising to- | 
day and the indistinguishability of | 


=——— 


Lake Calhoun and it had burned 
/down as he remembered it. 


appeals.” | Francisco, manufacturer of Stryk- 


As proof that not all soap ad- /ers soap, by Dave Bascom, our 
As it turned out, this was a vertising lacks 


_series of institutional ads not only | submit the attached. 
‘of interest to the general public | 
_but of unusuai interest to all those |Newell Gutradt Company, San for the account. 


|director. Bernard B. Schnitzer is 


TEST TUBE 
TO THE NATION 


Aspirin to cure the nation’s headaches, dye- 
stuffs for its textiles, flavorings for its table, 
heavy chemicals for its great industry,— these 
needs and hundreds more are served by 
St. Louis through its $111,000,000 annual 
output of chemicals and allied products. Big 
business? Yes, but it accounts for less than 
10% of the industry that makes St. Louis 
America’s 9th largest market. 


For A Complete Selling Job 
In Big St. Lovis You Need 


BERNARD B. SCHNITZER, 
Garfield & Guild, Advertising, 
San Francisco. 


Objects to Editorial; 
‘Airs His Contest Views 


| To the Editor: I wish to call 


those who will not agree with 
your editorial “Against Advertis- 
ing Lotteries’ which appeared in 
the July 14 issue of your maga- 
zine. I am one of them. 

My knowledge of contests is 
based on 10 years of practical ex- 
perience. I was one of the editors 
of the Old Gold puzzle contests 
in 1937 and the creator of puzzle 
contests for mumerous news- 
papers. At the present time, I am 
the originator of The Key to For- 
tune contest in the Catholic Record 
‘in Canada. Besides a few other 


to the successful 


not mention, am I not entitled to 
a hearing? You see, what I have 
to say is “straight from the horse’s 
mouth.” 


Te toagree 
Be tin direc tid 


imagination we copy chief, and Dan Bonfigli, ad ee oe 


This campaign was created for the account executive responsible | wailed contest experts. My usual 


|policy has been to 


irritated and amused by the ar- 
ticles in the press and magazines 
sometimes  sup- 
posed to have been written by so- 


ignore such 
misinformation, but in this in- 
stance I am glad to make an ex- 
ception. 

The tone of your editorial is 
quite noble in trying to discourage 


| the type of ‘puzzle’ contests you 


| call lotteries. 
to your attention that there are} 


important qualifications necessary | 
contest editor | 
which I believe I possess but shall | 


For a long time, I have been | contests. 


I would agree with 
you if it were a clearly stated 
case of wrong opposed to right 
But, nowhere do you indicate a 
correct understanding of the law 
on lotteries which in itself is 
rather involved. On the other 
hand, you condone gambling of 
the kind that exists in Nevada be- 
cause it is free and open. I con- 
fess that I cannot see the logic 
of this contradiction. Moreover, 
|}your figures on the chances of 
‘contestants to win a prize in 
|puzzle contests are incorrect, be- 
|cause you fail to consider the 
|consistent winners who certainly 
must have better chances than the 
average contestant. 

I know that there are many 
|evils associated with contests. But, 
'when the baby’s face is dirty, do 
you throw away the baby? No, 
you wash its face. Likewise with 
Get rid of the incompe- 


THE 
STAR-TIMES 


ST. LOUIS 


Famous also is the sure road 175,000 St. 
Louis Star-Times circulation opens for alert 
advertisers to the habits and purses of more 
than a half million St. Louisans daily... 
‘85% of them nicely concentrated in the 
profitable and easily reached St. Louis re- 
tail zone for better sales results at lower 


1 
2 
4 
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cost. 


CHICAGO 
CLEVELAND 


BIG REASONS 


WHY 


me OHIO SELECT LIST 
MEANS PROFIT 


Billion dollar market 
Cover to cover readers 
Stabilized market 
Immediate sales 
Merchandising coverage 


ONE ORDER 
ONE CHECK 


ask about our 
1947 market guice 
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OHIO SELEcr LIST Marker | 
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OHIO SELECT LIST NEWSPAPERS 


JOHN W. CULLEN CO. 
PUBLISHERS’ REPRESENTATIVE 


NEW YORK 
CINCINNAT! 
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tent persons and the dishonest pro- 
m ters and there will be contests 
that advertising sponsors will be 
proud to have. But, I don’t ap- 
prove of giving up contests. 
Davin SHULMAN, 
Brooklyn, N. Y. 

Editor’s Note: We’re not op- 
nosed to contests, as we stated | 
clearly. We are opposed to cer-| 
tain types of contests, and the 
“key to fortune” being used by the 
Catholic Record is one of them. 
This is @ simple puzzle contest, in 
which the entrant learns “how he 
can qualify for one of the prizes” 
only after sending in an answer. 
Then he discovers it’s a circulation 
contest. | 

ee 


Air Industry Must Get 


the Masses, Allen Says 

To the Editor: The signed ar- 
ticle in ADVERTISING AGE, Aug. 18, 
by Lawrence M. Hughes, is a mag- 
nificent account of the problems 
faced by the airplane manufac- 
turers in general and the Douglas 


| vails 
jthe manufacturers 


| ing. In all the world, he reasons, 
'the company has only about 50 
|prospects. Even $5,000,000 spent 
|annually in advertising wouldn’t 
'sell them an additional plane.” 

That point of view is not ex-| 
clusive with Mr. Douglas but pre- | 
in the industry. Most of 
know much 
more about producing than about 
selling. And that is the problem | 
the industry faces today. 

If Mr. Douglas expects to sell 
C. R. Smith of American Airlines 
100 new planes every year, Mr. 
Smith has to have enough cus- 
tomers to fill those planes on every 
trip. 


wants to create a volume of Con- 
stellations, the only chance they 
have to do so is to create a vol- 
ume of traffic that justifies the 
purchase of more planes. 

And the only place they can 
find such a volume of traffic is in 
| America’s mass market—the same 
market the automobile industry 
tapped to sell 26,000,000 cars to 
29,000,000 families; the same mar- 
ket the refrigerator manufacturers 
tapped to sell 15,000,000 refrig- 
erators. 

And they made volume through 


product obsolete. 


advertising, by making last year’s | 


69 


That’s the market the airplane 
manufacturers must develop—the 
millions with millions to spend— 
before the airplane factory pro- 
duction lines will roll again in 


tory in the black. 

Fortunately for him the masses 
are discovering the airplane with- 
out much assistance. It’s a nat- 
'ural for mass transportation and 


a little cultivation would go a Volume. 
long way. FRANKLIN S. ALLEN, 
| Mr. Gross’s Lockheed has a bet-| The American Weekly, Los 


‘ter conception of this mass mar-| Anéeles. 

|ket than does Mr. Douglas, and | 

| the Dr. Daniel Starch neutral sur- 

|vey of readership of the Constel- | Agency Changes Name 
lation advertisements in America’s — ——s Cone =r 
largest publication— with three Tonto, Mas been incorporated as 
oa a many working people Muter & Culiner Ltd. The change 
vendaws produced as many ac- is in name only. The Toronto of- 


; fice has operated for the past 
tual readers as did three other gecade in association with Ellis 


leading magazines combined, at Advertising Company, New York 
There aren’t enough business That was before the war when about one-fourth the cost. and Buffalo. 
men in the country to keep them the average national income was 
filled. During the war, when’ half what it is today... 
speed was essential, about 300; Until the airplane _ industry 
planes carried the entire airline | learns to cultivate this giant mar- GIBBONS KNOWS CANADA 
traffic of America. | ket, Mr. Douglas will not be able 
If Mr. Douglas wants to build to sell his 50 prospects enough ain o eee Sree serenewene ; 
200 DC-6’s a year, or if Mr. Gross’ planes each year to keep his fac- | rorowro « monteeat + WINNIPEG + REGINA + CALGARY + EDMONTON + VANCOUVER 


Aircraft Company in particular. 
It represents a very large amount | 
of intelligent research. 

But somehow it overlooks the 
real key to the problem, which | 
nearly every airplane manufac- 
turer has overlooked, and which 
may or may not account for the 
fact that many of the airlines and 
airplane manufacturers are today 
operating in the red, while the 
railroads are in the black, and. 
retail sales and national income 
are at an all-time high. 

The airplane industry has defi- 
nitely high-hatted its market. 

It would like to believe that it | 
was created for the sole benefit 
of the business executive who 
would use the airplane to con-| 
serve his precious minutes—that | 
the airplane represents a certain | 
standard of social aristocracy. 

Exactly the reverse is true to-| 
jay. Any airplane hostess will tell 
you the airplane business looks 
more and more like that of the 
Union station—even more so... | 

Fortunately for the aircraft in- | 
lustry there are millions of work- | 
ing people, with millions of dol- 
lars in wages and savings and 
millions of hours of vacations. And | 
the airplane, delivering him and | 
his family overnight to any vaca- | 
tion land in the United States, | 
sives him a breathtaking feeling | 
{ freedom and worldliness that | 
he has never known before. 

The Santa Fe and the Union | 
Pacific, with their super-fast 
leeperless deluxe trains, in which 
‘he working man and his family | 
it up all night, but get there | 
juickly, learned this years ago. | 

The mass business has come to 
the airlines almost uninvited, and | 
omewhat to the surprise of the| 
ianagement. 

Two years ago, with the coop- 
tration of the Los Angeles man- 
‘ger of TWA, The American 
Weekly analyzed the air traffic out 
! Los Angeles for one week. 

Far more customers came from | 
‘ie wrong side of Wilshire Blvd. 
the working men’s districts—the 
‘reas where the masses live— | 
rocuced most of the airline busi- | 
€ss, even then... 
About 13% lived in the so- 

deluxe _ neighborhoods. 
ty-three per cent lived in| 
ment houses, multiple homes | 
ts, most of which were in| 
fry modest neighborhoods; and | 
% lived in very small homes 

r ngalows in mass neighbor- 
01 One-fourth of these were 

Ss on the rear of a lot, with 
‘cer house in front. 
airline’s management pasted 
pictures on its’ bulletin 
a so that its employes could 
e kind of people it was do- 
‘§ -usiness with—and they were 
i. itely shocked. . . 

Vv what does all this mean to 
rplane manufacturers? 

Hughes says: 
nald Douglas, his associates 
loes not believe in advertis- 


195: 


asf 


3...Sh-h! Don’t wake 


grandpa! 


IT’S MOSTLY A MATTER OF 


The population age average in 
this country is steadily rising. People 
live longer, die later. Each decade 
shows a larger proportion of plus- 
forties per thousand . .. anda smaller 
prospect field for new ideas, new 
methods, new habits, new products, 
new brands! 

Almost every market has an age 
limit. Bubble gum goes begging after 
twelve. A canoe that thrills thirteen 
year olds is just something to stay away 
from for an after-thirty. The tea set 
that puts stars in a bride’s eyes is just 
more silver to polish to her mother 
... When did you have your last 
banana split? 


Even in the audience of capacity 
consumption, with age habits harden, 
preferences are pegged. Change gets 
a cool reception and gray hair gets 
another gray suit. Grandmothers do 
not take kindly to new gadgets . . 
True, you can teach an old dog new 
tricks, but you make more progress 
with a pup! 

As the age average advances, the 
advertiser must start earlier to make 
converts, steady customers. General 
magazines offer fewer open minds, 
fewer favorable prospects in their 
circulation mass, less opportunity for 
introduction. And making a market 
is more and more a matter of timing! 


Fresu prospects pack heaviest in 
the sub-adult segment of population 
...Which, while pro-rated through all 
the general circulations, has its own 


particular periodical field, its own age- 


timing... 


limited media—the comics magazine! 
The comics magazine is no orchid 
species, gives no casual or scattered 
coverage — but bulks over 50 million 
circulation ... tops all the general 
periodicals in single copy sales, traffic 
per copy, and multiple readership! 
Found in 90% of U.S. homes 
where there are children from eight 
to twenty... the comics are regular 
reading fare for 85% of the young — 
and some 40% of the adults as well! 
Their attention value is high, their 
influence beyond question 
...and their effectiveness 
confirmed in better brand 
consciousness, mail orders. 
inquiries, volume sales of exclusively 
advertised items. 
Wirn hundreds of titles, and 
circulations not all ascertainable, the 
advertiser and space buyer without 
experience finds selection difficult. 
But the best of the comics magazines 
in circulation, audience, and selling 
efficiency, is National Comics— easily 
identifiable by the Superman-DC 
symbol on their covers—with more 
than 8 million monthly circulation, 
reaching nine of ten regular comics 
magazine readers. And at a cost about 
one-third that of general media! 
National 


medium... 


Comics are a proven 
with an impressive list 
of major advertisers...and impressive 


result record! For information call... 


thi THE NATIONAL Comics Group 


RICHARD A. FELDON & CO., INC., National Advertising Representatives 
905 East 42nd St., New York 17, N.Y. + Chicago + Los Angeles + San Francisco 
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What’s in it? 


A detailed study of buying habits, ownership of appliances, consumer 


brand preference and dealer distribution in the following fields: 


FOODS COSMETICS AND TOILETRIES 


SOAPS ELECTRICAL APPLIANCES 
DRUGS HOMES AND EQUIPMENT 
AUTOMOTIVE TOBACCO PRODUCTS 


IN PHILADELPHIA—NEARLY EVERYBODY 


Ti SECOND annual analysis of consumer 
preferences in the Philadelphia market is 
ready for distribution. This 1947 study is 
an even more up-to-date comparison than 
last year’s report on what they’re buying in 
America’s third largest market — and where 
they're buying it. 


It is a fact-crammed, scientific. detailed 
survey of buying habits. It supplies accurate 
figures on preferences among more than 
4000 brands of products — from baby foods 
to spark plugs, from washing machines to 
baked beans and cosmetics. If you are sell- 
ing or planning to sell consumer goods in 
this market. you will find the book full of 


information you can get nowhere else. 


Interviewers personally called on over 
5000 families from the seven great sales 
areas of the market in the preparation of 
the report. More than 140 questions were 
answered on the brands of grocery, drug 
and other household products Philadel- 
phians buy or own. 


Nowhere in the country has such a 
detailed consumer study been made of a 
market as large as this. It is free to adver- 
tisers or advertising agencies. Just use your 
business letterhead. Address: Advertising 
Department. The Evening Bulletin, Phila- 
delphia 5. Pa. Ask for ““The Evening 
Bulletin 1947 Consumer Analysis of the 
Philadelphia Market.” 


Other Markets 


Consumer Analysis Market Surveys are 
now available from nine other markets, 
in addition to Philadelphia. They are 
standardized in every way, so that ac- 
curate comparisons can be made. This 
standardization of procedure further 
enhances the value of the reports for 
manufacturers and agencies. 


READS THE BULLETIN 
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PHOTOGRAPHIC REVIEW 


PROMOTES PROMOTION—The Seattle Chamber of Commerce put on a 
special luncheon as part of local promotion for the September issue of Holiday, 
which contains a 30-page feature on the State of Washington. On hand (left 
to right) were Don E. Van Metre, national sales publicity director of Curtis 
Circulation Co.; Ted Patrick, editor of Holiday, and L. E. Karrer, chairman of 
the chamber's industrial committee. 


AT TULSA BOARD MEETING—Three officers of the Tenth District, AFA, par- 
ticipating in a three-day directors’ meeting in Tulsa, are, left to right: Ira E. 
DeJernett, head of the Dallas agency bearing his name, lieutenant governor 
of the Tenth District; Richard Hale, Shreveport Times, governor, and Paul Clay, 
Shreveport, secretary. The Tenth District will meet in San Antonio, Oct. 9-10. 


STOPPER—First in a series designed by Gray & Rogers, Philadelphia, for the 

Philadelphia Saving Fund Society, is this striking poster appearing in buses, 

trolleys and elevated trains. The four initials of the bank are understood in 
Philadelphia at a glance. 


'\-PECT IMPACT—Dr. George Gallup (seated, right) shows copy of maga- 

"Impact to three men who have followed his research work from the start. 

Se ted, left: Ralph Starr Butler, vice-president, General Foods Corp. Standing: 

C roll Rheinstrom, president, Macfadden Publications International Corp., 

& Gardner (Mike) Cowles, president of Des Moines Register and Tribune 

® Look. The magazine is part of the "impact" method of pretesting maga- 
zine copy, which Dr. Gallup recently announced. 


Such a good idec! 


SAISON'S Hepple Martied rasni GROUPS 


Saison 
faanics 
“a eiciaies hap thee Ficon” 
FABRIC GROUPS—Charles Bloom, Inc., 
New York, launched its first consumer 
campaign with this color page in Sep- 
tember shelter publications, featuring 
“happily-married" fabric groupings. 
Spreads will follow in October, with 
single pages in November _ issues, 
through Cecil & Presbrey. 


(yey! keds Back in Sun! 
KING RED LABEL 


FAMOUS OLD FORESTER 


BACK AGAIN—Brown-Forman Distillers 
Corp.'s “budget price" King Red La- 
bel blended whisky teams up with the 
more expensive Black Label blend in 
this newspaper copy in the Chicago 
area, through Ruthrauff & Ryan. The 
Louisville distilier will extend distribu- 
tion market by market. 


‘BREAKFAST CLUB’ MEETING—Celebrating the Toni Co.'s new sponsorship of the first quarter-hour of ABC's ‘Breakfast 

Club" (8-9 a.m., Monday-through-Friday) are, counter clockwise, Irving Harris, vice-president of the Toni Co. (right, fore- 

ground); Leo H. Rosenberg, vice-president of Foote, Cone & Belding; E. R. Borroff, vice-president of ABC; Don McNeill, 

toastmaster of Breakfast Club; Jim Bennett, Don McNeill’'s manager; Coralie Schaeffer, Foote, Cone & Belding; Howard 

Bloomquist, advertising manager, Toni Co.; William Anderson, assistant account executive, Foote, Cone & Belding: James 
Stirton, assistant to the vice-president of ABC, and E. R. Peterson, ABC account executive. 


tn only 39% hours this magnificent, million dollar tram 
will whisk you between Chicago and Las Angeles / 


¥ most and drawing roomea. The Obseroation 
' ont 


un. the has 2 fine} vit iffet and bever- 
hax. ‘ ! valet 
Low r train te the The Golden Racket and Gold 
’ . » nad K of : if Anige e Site Route between Cheage o 
t + new Tigh S Tenis ee re wee 
‘ Tee ‘ Me bound, ‘Thik 1 unliner - Angeles vio Kansas City, Com 
ye wHer . bas nev ir ¢ h leg wie oe with other Rock 
tthe < 3 wit reats, new Ske new Diners G8 OFiginationg in the Twin 
wal , Rock new Lounges, new Observations Cities pnd $1. Louis 
The. F s Cor—gay meeting Island iy t exira fare 
© for all passengers has a . For Pf, 
to a Rock Ouland 
s dinin tien ‘serving the new. million « 
ek The Ask your Lines 
a Ayent 
Fe ROUTE OF THE RocKers 
h wer Traffic Mgr, Rock Istand Linea, 
riments 723 La Salle St. Station, Chicago 


NEW 'ROCKET'—Full-page ads in Holiday and Time promise travelers a new | 
3944-hour train between Chicago and Los Angeles, the Golden Rocket. An- 
nouncement ads will be placed by the railroad, largely in Chicago and eastern | 
newspapers and magazines, when the train is ready to make its debut. Roche, 
Williams & Cleary, Chicago, is the agency. 

7] 

| 


NEW IN HOLLYWOOD —This night scene shows the new spectacular erected 


at the intersection of Hollywood and Vine by Standard Oil Co. of California 
for Chevron gasoline. Initial lighting ceremonies were attended by civic leaders, 
with George J. O'Brien, vice-president, pressing the switch. 
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Me ae it 


to Accept Ads culation guarantee is 250,000; page | 
the 35-cent pocket-sized | Tate, $750. The magazine’s name 


monthly owned by its contributors, | Will become °48, effective with the 
will soon accept advertising. Cir- | January issue. 


Torin MARKET: ton SALES 


Farm folks and city folks make a TWIN market 
in the area covered by KFH, That Selling Station 
for the Southwest. It's a rich 750 million dollar 
market... with folks needing the same things... 
and buying the same things... because they 
listen to KFH. ae ee 


WICHITA 1S A HOOPERATED CITY Lf + 
OnLawoma 


-  @ | Been 


Sogo WATTS DAY AN 


CALL ANY PETRY OFFICE 


Steel Shortage 
Impedes Ranges; 
Ad Series Cut | 


Mount CLEMENS, Micu. — Lim- | 
ited production of its new Space-| 
|saver electric range has led Elec- | 
| tromaster, Inc., to reduce its} 
|advertising schedule in consumer | 
| media but the company is retain- | 
|ing a complete schedule of busi- 
| ness papers. 
| Gerald Hulett, vice-president, | 
explained that the current steel | 
\shortage is’ expected to impede | 
'full production of a new deluxe | 
'model of the range. This Space- | 
saver, he added, will be the first | 
| 21-inch size electric range to be | 
‘equipped with a table top lamp) 
'and automatic timer clock for | 
/oven control. He said the model | 
| ‘will be competitively priced with 
that of conventional larger size 
stripped models.” 

Under the revised consumer ad- 
vertising program, a “token” 
'schedule is running in September 
issues of national magazines. Copy | 
whets consumer appetite with this | 
headlined promise: “Never be-| 
fore an electric range like this!” 
It also calls attention to Electro- 
master’s participation on the Mu- 
tual network “Queen for a Day” 
program. 
| Roy Blanchard, advertising 
| manager, said that when the steel 
| picture improves so that adequate 
_ production is a certainty, the 


Advertising Age, September 8, '947 


A MILLION HAPPY HOUSEWIVES HAIL THE BENDIX 


WORLDS "SAVINGEST WASHER ! 


THEY KNOW THE BENDIX wr he deme abs Ne agua wen edu 
SAVES TIME AND WORK! ea acs 


wher say new jovhing lange 


Adv 


‘i rece 
' THEY KNOW THE BENDIX M 
SAVES SOAP! stud 
The average Bends: on. ner spends sbuwt $1 6 munth lose ship 
THEY KNOW THE BENDIX on soap thas she mould whan ordinary washer Thar liste 
SAVES HOT WATER! ee ee teneé 
rnaiirchy te wht 
ieee: sant 
AS ALL THAT? net 

THEY KNOW THE BENDIX pane textes cen totes occ 0 one io tines as 
SAVES CLOTHES! CARS 5 PROT Re a quo 


TARE ADVANTAGE 


The Bendis “Temble-Acnon” as geetle acuun... sale for you She'll veil all... a8 you kaos oF Ove tasty . ‘ 


PAYMENT PLAN! 


BENDIX""""Washer [anes 


‘BENDIX STANOAEO 


Get om the Workless Washing bandaugon...com IN TODAY! 


CO-OP COPY—This is one of the four advertisements which 78 Bendix Home 
Appliances, Inc., distributors will use next week in launching a fall campaign 
in newspapers of major markets (AA, Sept. |). Tatham-Laird, Inc., Chicago, 


handles the account. 


tion series in Air Conditioning & | 
Refrigeration News, Electrical 
Dealer, Electrical Merchandising, 
Electrical South, Electrical West, 
New England Appliance & Radio 
News and Retailing Home Fur- 


| company hopes to reinstate the 
'original schedule. 


‘will continue its trade publica-| handles the account. | 


circulation in excess of 
13,000 Sports Age provides 
a far greater coverage 
of retailers and wholesalers 
of sports equipment than 
any other trade paper 


in this field. 


Meanwhile it | 


nishings. 
Grant Advertising, Inc., Detroit, | 


} 


| 

° 

Cranberry Price Cut 

| Directors of National Cranberry | 
| Association, Hanson, Mass., a| 
|grower cooperative with 1,000) 
;members in Massachusetts, New | 
| Jersey, Wisconsin, Washington and 
Oregon, have reduced the whole- 
sale price of cranberries 18%, from | 
| $2.45 to $2 a dozen on Ocean Spray | 
canned cranberry sauce. The as-| 
sociation markets about 50% of 


the national cranberry crop, of 
which about 85% is sold as proc- 
essed cranberries, and 15% as fresh 
fruit, both under the Ocean Spray 9 "4! 
brand. 


Zenith-Godley to Buente eve 


George P. Buente, Inc., New all 
York, has been named by Zenith- §§ "° 
Godley Company, New York, to 
handle its advertising for boned USL 
chicken and boned turkey. 


AN EXCITING NEW CONCEPT IN PRODUCTION AND DISTR 
BUTION OF 16MM COMMERCIAL AND EDUCATIONAL Films 


MUNTZ 
MAKES - 
MOVIES “a 


MUNTI-SHORE PRODUCTIONS, 6425 HOLLYWOOD BivdD 
MOLLYWOOD 28 Cait 
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GREATEST CIRCULATION 


in Farm Equipment Field 


a 


net paid circulation, June 19, 1947 issue 


24,966 


ABC statement, June, 1947 


To reach the farm equipment 


News, It has everything — circulation and readership. 


FARM IMPLE 


431 South Dearborn 


SEPTEMBER 11, 1947 


Farm Implement News is known 
as the oldest and most-read mag- 
azine in the trade, September 11, 
this old stand-by comes out with 
an entirely different dress, for- 
mat and make-up, The “News” 
is a greater implement trade pa- 
per than ever! The new News 
offers farm equipment advertis- 
ers these readership attractions: 
1. Appealing picture cover with |im- 

ited copy and striking masthead. 


2. Easy-to-find list of contents on pge 
7. Accelerates reading and interest. 


Ww 


. Liberal use of color throughout 
the magazine, 


4. Modern, completely new head s:\ le. 


. Several new editorial features 


| 


industry, use Farm implement 


MENT NEWS 


Street, Chicago 5, Ill. 


FIRST IN THE FARM EQUIPMENT FIELD _ 
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Net Facilities 
Are About Equal, 
MBS Study Finds 


(Continued from Page 1) 
reception from the positive. 

Mr. James emphasized that the 
study measures potential listener- 
ship—which he referred to as 
listenability—and not actual lis- 
tenership. 

The number of U. S. families 
who can get satisfactory daytime 
service on each of the following 
networks, including dual affiliates 
as of September, 1947, were 
quoted as: 

29,089,000—Mutual 

29,275,000—-NBC 

28,688,000—CBS 
28,412,000—ABC 

Mutual engineers worked on this 
coverage study for the past year, 
comparing their findings with 
those of the FCC, other networks 


dix Home and stations. 
ya To arrive at listenability for a 
— given area the signal-to-noise 
ratio was employed. Each station 
was measured positively first—its 
va ores: power, frequency, antenna, loca- 
% as fresh tion, etc. From this was sub- 
ean Spray fg acted various kinds of inter- 
; ferences—atmospheric, electric ap- 
pliances, other stations, etc: In 
Juente every case records were auditioned 
= to see just: how much of such 
ay Zenith- noises the signal could overcome. 
York, to @ Mr. James said MBS first started 
for boned using the system to determine in 
cey. which parts of the country the net- 
——— work needed new stations to in- 
ee sure wider coverage. Later, he 


UCATIONAL Films 


technique to work on a wider 
basis to show advertisers what 
MBS has to offer. 


said, it was decided to put the 


Advertising Age, September 8, 1947 


NAB Considers 
Retail Studies 


New YorkK—Encouraged by the 
success of the study of department 
store use of radio, conducted by 
the NAB at Joske’s of Texas, the 
retail advisory subcommittee of 
the NAB sales managers’ execu- 
tive committee is considering fur- 
ther research with other types of 
retailers. 

Among the possibilities being 
explored are such classifications 
as specialty stores, automotive and 
appliance dealers, independent 
and chain grocery and drug stores, 
banks, theaters, jewelry stores, 
florists and real estate dealers. 

The committee emphasized the 
importance of retail advertisers to 
the many new AM and FM sta- 
tions and pointed out the dearth 
of research sources at the local 
level. 


Wurlitzer Appoints 

Frank Leeming, formerly adver- 
tising manager of the Philadelphia 
Record, has been appointed head 
of the sales promotion and mer- 
chandising divisions of Rudolph 
Wurlitzer Company, Chicago, and 
William Walsh, formerly with 
Wieboldt Stores, Inc., has been 
named advertising manager. Leo 
Burnett Company, Chicago, has 
been appointed to handle the na- 
tional piano and accordion copy 
for the De Kalb, I11., division. 


To Brad-Vern, Van Diver 


Brad-Vern, Van Diver & Carlyle, 
New York, has been appointed to 
handle the advertising and public 
relations of Gerald C. Johnson 
Associates, New York, product de- 
sign engineer. 


Joins Four A’‘s 
Kaplan & Bruck, New York, has 
been elected a member of Ameri- 


can Asseciation of Advertising 
| Agencies. 
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read mag- 
ember 11, 
§ out with 


dress, for- One station... KFYR 
e “News” 
trade pa- 
yew News 
t advertis- 
ttractions: 
*¢ with lim- 
» masthead, 


.+ + gives you complete 


coverage of the Upper Midwest with one 
message—one rate. No other station in America 
gives you such a vast primary coverage area. 


KFYR’s happy combination of favorable 
frequency (550 ke.), high ground conductivity, 
and masterfully engineered antenna system 
results in a 10% BMB area embracing 160 U. S. 


counties plus 51 Canadian census subdi- 


ents on pace 
ind interest. 


visions . .. an area no alert advertiser can 


overlook. 


throughout 


Even more important, KFYR’s 22 year 


w head s\ le. 


ites tastes of the Upper 


policy of building programs to suit the special 


Midwest has created 


an audience loyalty that pays off where it counts— 
at the sales counter. 


KFYR can build sales for your product. 


nt 


Ask any John Blair man for availabilities. 


Conducts Sales Clinic 


New York will sponsor a _ post- 
graduate sales clinic in “advanced 
salesmanship and _ impressive 
speaking,” conducted by Jack 
Lacy of Lacy Sales Institute, Bos- 
ton, at Hotel Roosevelt, New York, 
for five Monday evenings, Sept. 
29-Oct. 27. 


Appoints Beeby A. M. 

Harold J. Beeby, assistant ad- 
vertising manager since 1945, has 
been appointed advertising man- 
ager of Commonwealth Edison 
Company, Chicago, succeeding the 
late Robert Plowe. 


The Sales Executives Club of | 


‘Names Greenthall 


Eagle Lion Films has placed its 
account with Monroe Greenthall 
Company, New York. The Green- 
thall agency will handle local and 
national campaigns in all media— 
newspapers, national and fan 
magazines and radio—for all of 
Eagle Lion’s Hollywood produc- 
tions, the J. Arthur Rank British 
films released by Eagle Lion, and 
other releases of the company. 


KSDJ Appoints Tidwell 
Edgar L. Tidwell has been ap- 


pointed manager of Station KSDJ, 
San Diego, Cal. 


NUMERICALLY — 


BECAUSE OF 
ACCEPTED 
EDITORIAL — 


Building 
SUPPLY NEWS) 


OMMERCE 


© 


Houston | 


yet 
é 


through this growing port in 1946 rang up a new 


Also important in Houston is... 


The South’s 
First Market 


— Mation’s Shird Port 


‘ 


‘9 


record. Houston’s total tonnage was not only higher than it has 
been in any previous year, but only that of New York and Philadelphia 
were larger. Furthermore, Houston is the world’s leading port for 
| shipments of petroleum and petroleum products, cotton, rice, and 
| carbon black. This man-made deepwater port, 50 miles from the sea, 


| has been—and is—an important factor in Houston’s amazing growth. 


| The Chronicle . 2 6 Houston's First Newspaper 
| 


For 34 consecutive years The Chronicle has been Houston’s first news- 


| paper ... first in circulation and first in advertising. The Chronicle 


| is SO great. 


reaches all corners and levels of the rich Houston market with rare 


| efficiency—one of the reason’s why The Chronicle’s margin of leadership 


The Houston Chronicle 


LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
National Advertising Manager 


| THE BRANHAM COMPANY 
Notional Representatives 


= 


The Houston Market is sold 
when your story is told 


. . in The Chronicle 


HOUSTON’S LEADING NEWSPAPER FOR 34 YEARS 
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W. Va. Station 
Subs as Reporter 


BeckLey, W. Va.—FM Station 
WCFC turned newscaster to keep 
this West Virginia town posted 
while a recent printers’ strike 
against the two daily newspapers 
was in progress. 

During the 28 hours the mem- 
bers of the Beckley local of the 


SELL BY MAIL 


ARTWIL COMPANY, Advertis 
26-B West 48th St. @ New York 19, N. Y. 
MEdallion 3-0813 


x. 


International Typographical Union 
stayed away from work, the edi- 
torial staffs of the Post - Herald 
and Raleigh Register gathered the 
news as usual, funneling it to the 
radio station which is owned by 
the Beckley Newspapers Corpora- 
tion. 

Further coverage was insured 
by the cooperation of WOAY, 
nearby Oak Hill AM _ station, 
which rebroadcast half of the 
newscasts, using a Pilot table 
model radio to pick up the WCFC 
signal for relay. 


Joins French & Preston 


Victor G. Bloede III, formerly 
with Harold C. Meyers & Co., has 
been named account executive in 
the Washington office of French & 
Preston. 


kr , os * 
ee 


Put away your pen for a putter—trade your 
T-square for a tee and wallop away your 


worries at this final fall frolic. Your 
will be expecting you. Join us on. 


¢ TRURNAMENT 


friends 


Sept. 13th 


OCANMONLEG 3. 


PHOTO ENGRAVERS OF QUALITY 


547 SOUTH CLARK STREET, CHICAGO : 


WABASH 6284 


bs 
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THANKS LABOR... 
WE BORROWED YOUR SIGN 


When the peice of materials and supplies and labor costs go "way up 
as they bave for the railrosds since 1939—Jncresved ireight and 
“ronda a on neces gy ta as eeepar tial at 
holders « thir reratm, ste viral. - 


Employes get pre to help meet incressed prices ~ . 
"Those who sapply outerinls ask for more sad get it~ ; 
The tax collector gets more-- 

Only the tockholders are yqucezed. 


Vicltesad extghejel Meett'ta tienes diet tuk Ute ond eonist 
who work for the esilrosds have good jobs under good working com 


me 


Advertising Age, September 8, 1947 


t's bo the best totarest of the poblic af henge, 
the shippers we serve, and the employes, that 
the railroads stipcid bave soficient revenues 
te enable ther, onder hones! ond economical 
and efficient management, te provide on 
adequate ond efficient raitwoy tronsportation 
_ service. Thal neous they mes? heve just aod 
reasonuble retes~and that is off they ask 


WHILE DIVIDENDS DECREASE 
PAYMENTS FOR WAGES 
' MORE THAN BOUBLE 


va wane fai a pt a the 


Railroad employes, in thele own jomeess, cannot be indifferent to } 
ibe invercsts of stockholders. Insdequate freight rugs work vo the dis 
advanuge of both and provide nodhing for prog- 
fess in traasporadon. 


pene ena eg Per gy «fren 


9936 1946 
and — Texas tor Employes 


PURLISMED 16 THE INTEREST OF 278,000 STOCKHOLDERS 


|. PENNSYEVANTA A whorrsn 


io ia 4 va aX We is 


mid 
de pen 
Frdtd a ened 


FOR 218,000 STOCKHOLDERS—iIn this large-space newspaper message, the 

Pennsylvania Railroad presents the stockholders’ side of the argument over 

mounting costs. Over a 10-year period, the chart shows, dividends paid stock- 

holders have declined, while wage payments, including payroll taxes, have more 
than doubled since 1936. 


Rubberset Shifts Robson 


Elmer L. Robson, formerly vice- 
president and general manager of 
Rubberset Company Ltd., of Can- 
ada, has been named vice-presi- 
dent and general sales manager 
of Rubberset Company, Newark. 
He succeeds Elwood M. Jones Jr., 
who has been elected executive 
vice-president. 


Sive Appoints Dwyer 


Vernon E. Dwyer, who operated 
his own art studio, has been ap- 
pointed art director of Leonard M. 
Sive & Associates, Cincinnati. 


TS 


es, 


It says “For further details 
see the Chicago Journal of Commerce.”’ 


ELEMENTARY 


The unique daily job of business 
news reporting done by the Chicago 
Journal of Commerce for the great- 
est industrial and agricultural area 
in the United States creates reader 
interest among Central Western 
management executives that no 
other publication can equal. And 
Central Western management calls 
the turns on billions of dollars 
worth of business. 


Elementary, isn’t it? Your adver- 


tising to management needs the 
Chicago Journal of Commerce. 


The source of daily business news 
in the nation’s greatest 
industrial area. 


Names W. H. Griffin 


W. H. Griffin, partner in Griffin | 


Bros., San Francisco typographer, 
has joined Mergenthaler Linotype 
Company, New York, where he 
will serve as director of sales for 
a month before assuming the posi- 
tion of executive vice-president. 
T. Earl Griffin will continue to 
direct operations of Griffin Bros. 


Roos Appoints Cole 


Roos Bros., San Francisco ap- 
parel store, has transferred its ad- 
vertising from Foote, Cone & 
Belding, San Francisco, to L. C. 
Cole Company, San Fraricisco. 


O'Keefe Joins OAI 

Joseph D. O’Keefe, a former 
Navy supply officer, has joined 
Outdoor Advertising, Inc., in the 
research and promotion depart- 
ment, New York. 


* eae re 


Machine Tool 
Show to Attract 
100,000 Experts 


Cuicaco—Three thousand work. 
men are rushing completion op 
installation of $16,000,000 of ex. 
hibits at the Dodge-Chicago plant 
here for the elephantine Machine 
Tool Show, to run from Sept. 17 
to 26. 

The show is by all odds the 
largest ever staged by the ma- 
chine tool industry and perhaps 
industry show ever 
held. About 100,000 industrial, 
financial and engineering execu- 
tives will attend it, including some 
from 30 overseas nations. 

Advertised in business papers 
and financial newspapers, and by 
direct mail, through Hill & Knowl- 
ton, New York and Cleveland, the 
show is the first staged by the 
industry in 12 years. The last 
such exhibition attracted fewer 
than 50,000. 

Clapp & Poliak, New York, man- 
aging the event, has arranged for 
a fleet of 150 buses to transport 
show visitors between downtown 
Chicago hotels and the plant. Five 
hundred thousand square feet of 
floor space will be used—while 
Tucker Corporation uses the rest 
of the enormous warbuilt plant to 
make automobiles. 


2,000 Machines Exhibited 


Some 2,000 machine tools will 
be exhibited, many of them multi- 
ton machines. Hundreds of trucks, 
tractors and special-purpose ma- 
chines are being used to install 
them. Their combined horsepower 
—from 5,000 motors—will total 
15,000 h.p. and calls for use of 
more than 1,500,000 feet of wire 
and cable. 

Hotel accommodations, usually 
taxed to the utmost in the semi- 
annual furniture shows here, will 
be filled to overflowing. Special 
commuter service by plane will be 
provided for some visitors. Two 
lake steamers will be tied up in 
the Chicago River as floating 
hotels. 

The Machine Tool Congress, 
made up of eight engineering and 
technical groups, will sponsor a 
series of evening meetings during 
the show. 


MacNamara Named V. P. 

Paul MacNamara, who joined the 
company two years ago after long 
association with Hearst Maga- 
zines, has been named vice-presi- 
dent in charge of public reiations 
of the Selznick releasing organi- 
zation and Vanguard Films. He 
will coordinate and have full 
charge of publicity, advertising, 
exploitation and public relations. 
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Chevrolet Starts 
s [Bring Them Back’ 


d work. 


ti 5 a 

ve & Bervice Campaign 
Bo plant 

Machine (Continued from Page 1) 


Sept. 17 per and October in the face of 
peak business. 

Prior to the war, customer labor 
pills of the division’s dealers ran 
an estimated $71,000,000 a year. 
urrently labor charges are run- 
ming at an all-time record of $185,- 
900,000. The parts business is 
bringing in $400,000,000 and ac- 
cessories $125,000,000 — both be- 
tween three and four times more 
than the prewar rate. 

William Power, manager of the 
metropolitan city department, 
said a company survey had dis- 
closed that out of every 100 Chev- 
rolet owners, only 32 come back 
to dealers for maintenance and 
service jobs. The remainder either 
repair their own cars or go to in- 
dependent “alley garages” and 
super-service stations. 

“We want those other 68 cus- 
tomers back in our family,” he 
said. 

Mr. Power reported enthusiastic 
response to the campaign—132% 
beyond original expectations— 


dds the 
the ma- 
perhaps 
Ww ever 
dustrial, 
r execu- 
ing some 


$ papers 
, and by 
: Knowl- 
land, the 
. by the 
The last 
d fewer 


rk, man- 
inged for 
transport 
owntown 
lant. Five 
e feet of 
-d—while 
_ the rest 
t plant to 


bited from dealers and employes. 
tools will National Ad ‘Mentions’ 
em multi- Chevrolet alone will spend 
of trucks, HBmore than $250,000 on promotional 
pose ma- Biiterature. Dealers are expected 
to install Hi, expend between $1,500,000 and 
orsepower His) 000,000 on promotional ma- 
will total Merial. All Chevrolet national ad- 
or use Of Mivertising will carry a box em- 
t of wire BBhasizing the campaign. 
Tons of sales promotional ma- 
3, usually BBerial, “enough to fill to capacity 
the semi- ip freight cars,” Mr. Keating said, 
here, will MBhave been shipped to dealers. In- 
3. Special Bhiuded are: 
hg Seventy-five thousand catalogs 
i ed up pe listing prizes for employes, 750,- 
.: Monti 000 inspection and prospect cards, 
850,000 balloons, 125,000 minia- 
ure plastic cars, 300,000 new cus- 
ates ont omer ledger sheets and 600,000 
sponsor 2 ales folders. 
ngs during The campaign also will utilize 
illions of letters and will be aug- 
nented by extensive dealer ad- 
ertising. Sales letters will be 
ed V. P. sent to the families of workers in 
> joined the Hithe drive to stimulate enthusiasm 
after long Bnd competitive effort. 
rst Maga- “Chevrolet marched and sang its 
vice-presi- 
ic relations 
ng organi- 
Films. He 
have full 
advertising, 
c relations. 
a EE 


lou bet he does, when he knows how 
much sales influence teachers have. 


lteachers like your product, pupils 
te likely to learn about it. (25,000,- 
") children im grade and high 


thools.) Pupils tell parents. Parents 
mi teachers buy—and millions of 
sold youngsters grow up to be 


or customers. 


dvertise your product to more teach- 
"in State Teachers Magazines. Ask 
*orgia C. Rawson, manager, how lo- 


al editorial content gets more reader- 
ip, too, 


42 magazines — 727,000 subscribers 


N. Michigan Avenue, Chicago 1, Ill. 


Advertising Age, September 8, 1947 


way to leadership,’ Mr. Power 
said. ‘Now, to the tune of ‘On the 
Road to Mandalay,’ our dealers 
will be singing: ‘Bring them back 
to Chevrolet, the Chevrolets that 
strayed away; they need our super 
service more and more every day.’ 

“It’s corn, but it’s commercial 
corn,” he explained. “That’s 
what sells automobiles.” 

A spokesman for Campbell- 
Ewald Company, agency handling 
the Chevrolet account, said the 
campaign first got under way last 
May with a meeting of the di- 
vision’s wholesalers. 

Attending the meeting at which 
the project was announced were, 
Mr. Power; C. J. French, adver- 
tising manager; Ernest Herrick, 
national service director; I. W. 
Thompson, general manager of the 
parts and accessories department; 
Myron Scott, assistant advertising 
manager, and representatives from 
Campbell-Ewald. 


Adds New Department 


The Service Products division 


has established a new department 
devoted to a creative display serv- 
ice for national advertisers. The 
company will specialize in per- 
manent advertising signs (silk 
screened, roller coating, _ sil- 
houette) and. point-of-sale adver- 
tising displays made of Masonite, 
related boards, wood, metal, glass 
and plastics. Louis O’Hare will 
head the new department. 


Burns Joins Chirurg 

Robert A. Burns, formerly with 
A. W. Lewin Company, has joined 
the New York office of James 
Thomas Chirurg Company as 
copywriter. 


Appoints Earle Ludgin 

General Bandages, Inc., Chicago, 
manufacturer of Gauztex self-ad- 
hering gauze, has appointed Earle 
Ludgin & Co., Chicago, to direct 
its advertising. 


Joins Inland Press 


The Press, Grand Rapids, Mich., 
has been elected to membership 
in the Inland Daily Press Asso- 
ciation. 


Laffan Joins Textron 
Robert Laffan, formerly a pub- 
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|JULIUS STANGER 


Cuicaco — Julius Stanger, 59, 


lic relations account executive for | country circulator of the Chicago 


J. Walter Thompson Company, | 


New York, has joined Textron, 
Inc., as assistant in charge of pub- 
licity to John Alden Spooner, the 
company’s vice-president in charge 
of public relations and advertis- 
ing. 


Names French & Preston 


Francis I. du Pont & Co., New 
York broker and_ investment 
banker, has appointed French & 
Preston, New York, to handle ad- 
vertising. 


Tribune for the past 24 years, 
died Aug. 26 following a long ill- 
ness. He served with the news- 
paper 35 years. 


Issues Standards List 


American Standards Associa- 
tion, New York, has prepared an 
entirely new listing of its 874 
standards, which may be obtained 
free from its office, 70 E. 45th St. 
The ASA offers a complete set of 
all American standards at $32.50. 
Quantity discounts are allowed. 


100% EXPANSION 


OF OUR LITHOGRAPHING FACILITIES 


means @ FASTER, BETTER 


SERVICE FOR YOU 


MARCON LITHOGRAPHING COMPANY 
538 SOUTH CLARK ST., CHICAGO + WEBSTER 2745 


of Woodall Industries, Chicago, 


A Statement of Faith and Fact 


by Egbert White, Publisher 


UNITED NATIONS WORLD 


x k * 


HE United Nations is the most important political fact of all 

time. It is an expression of the conviction of the peoples of the 
world that the time has come for international law to replace 
jungle law. Upon the United Nations hangs the hopes of the 
people of all races for a world order which will make their 
lives more secure and offer for themselves and their children 
freedom from anguish of wars. 


The UN is a Going Concern 


The United Nations does not create international problems. It 
reflects them. It brings them out into the open. Regardless of 
temporary defeats and compromises, vetos and delays, the 
principle of international cooperation is here to stay. Nothing 
can stop this great, dynamic surge towards world cooperation 
and understanding because there is no other system under 
which today’s world can operate. 


One of the greatest needs of an international order is a healthy 
international journalism. Just as national magazines have been 
a tremendous force in the unification of the 48 states of the 
United States, so can international journalism become a great 
force in the unification of nations. 


It was to meet this need that UNITED NATIONS WORLD was 
created. 


UNITED NATIONS WORLD is Unique 


It is the first truly international magazine. Its Editorial Board 
consists of people from many countries. Its editorial policy is 
to interpret, humanize and popularize world affairs. It is com- 
pletely detached from discussion of local or national issues. 


UNITED NATIONS WORLD is now published in the United 
States and Sweden, and negotiations are being completed for 
publication in many other countries. 


Why UNITED NATIONS WORLD is an 
Important Advertising Medium 


The UNITED NATIONS WORLD is rapidly assembling what 
may well become the most important and influential readership 
in the world. Its present advertising rate is based 

on 50,000 circulation. This circulation is increas- 

ing rapidly and the guarantee will be 85,000 fon 
beginning in January, 1948. is 


This magazine is indispensable reading for busi- 
ness men, necessary reading for civic leaders, 
governmental officials and educators. It is a 
guide post to thinking families whose active 
support of the greatest human cause of all time 
gives the magazine a fervid and zealous read- 
ership that is truly unique. 


About 4,000 copies go abroad to important people in govern- 
ments, in education, in science and in business. Among the mem- 
bers of the Secretariat and the delegations to the UN, the 
magazine is considered as official reading. 


It is the sure and direct way to reach the people in govern- 
ments throughout the world who control the regulation of 
foreign exchange, trading licenses, tariffs and all the modern 
governmental routine of international business, 


In addition it is read by all the 113 government buying missions 
established in this country. These missions purchase billions of 
dollars worth of every kind of merchandise from cosmetics to 
locomotives. 


The remaining circulation of the magazine goes to thosi: people 
in this country who are vitally interested in world affairs. They 
are the leaders of opinion in their communities. They are the 
people who lead discussion groups. They are important as 
individual customers and as people who influence large pur- 
chases in their businesses and professions. 


UNITED NATIONS WORLD is an 
Outstanding Success 


Although it has not yet completed its first year of existence, it 
has become one of the most quoted U.S. publications. It is 
accepted as an authority by the authorities. It is being used as 
important source material by members of Congress, the Con- 
gressional Library and schools and colleges everywhere. 
Much material from its columns has been reprinted and broad- 
cast by the State Department. 


UNITED NATIONS WORLD has been endorsed in enthusiastic 
terms by UN Secretary General Trygve Lie, U. S. Delegate, 
Senator Warren R. Austin, by chief delegates of practically 
all of the UN member nations, and by leading business men, 
educators and government officials in the United States. It has 
carried advertising of many leading American companies. 


Let us tell you more about this unique and im- 
portant publication. 


* * * 


UNITED NATIONS WORLD, Inc., 385 Madison Ave., 
New York 17, New York: Egbert White, Publisher; 
George B. Sadler, Associate Publisher. Advertising 
ae Blanchard Nichols, Inc., 2020 Russ 


| 
} 
“| 
4 Bidg., San Francisco and 448 South Hill St., Los 
> Angeles, Calif.; O. A. Feldon & Associates, 185 No. 
o* Wabash Ave., Chicago, Ill.; John M. Sweeney Com- 


pany, 176 Federal St., Boston, Mass. 
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Ruud Starts Drive | 


| 
Ruud Mfg. Company, Pitts-| 
burgh, is launching a campaign in | 
six magazines this month for au- 
tomatic gas water heaters with 
Monel tanks, on the theme, “The 
hotter the water the whiter the 
wash.” Half-page, two-color in-| 
sertions will run in Better Homes | 
& Gardens, Collier’s, Life, Path- | 
finder, The Saturday Evening Post | 
and Sunset, through Marschalk & | 
Pratt Company, New York. 


| 

Lenz Agency Moves | 
J. M. Lenz, Advertising, Los | 
Angeles, has moved to new quar-| 
ters in the Hillview building, 6533 | 
Hollywood Blvd. 


° Over 100 Jdeas 


LETTERHEADS IN COLOR by National Designer 
MAIL $1.00 ONE DOLLAR TO 


FEDERAL PRINTING COMPANY 
345 Wall Street, Los Angeles 13, Calif. 


Sunkist Steps Up 
Ad Emphasis While 


Orange Glut Looms 


Bumper Crop Means 
Juice; Multiple Unit 
Sales Get Pressure 


Los ANGELES— With the evi- 
dence piling up of a bumper crop 
of Valencia oranges, the California 
Fruit Growers Exchange is turn- 
ing on promotional pressure to in- 
crease the sale of small oranges, 
and has evidence of some success. 

For a number of years the size 
of the citrus crop has been stead- 
ily increasing. In 1936-37 the total 
orange crop of California, Florida 
and Texas was 55,000,000 boxes; 
the 1946-47 crop is close to 120,- 


BULLETIN 


MONTHLY RETURNS TO 


VERIFICATION CHECKUP! 


HIGH DEGREE OF INTEREST IN PRODUCT NEWS AND 
INFORMATION BEING REFLECTED 


NEWS UNIQUE CIRCULATION AND READERSHIP 


IN CURRENT 
INDUSTRIAL EQUIPMENT 


; 000,000 boxes. Citrus growers 
/cannot plan their market and sup- 
| Diyas 1945 was a record year, 
when the California Valencia crop 
| was 39,000,000 boxes, 1946 was 
normal with 27,000,000, and 1947 
probably will be around 34,000,- 
000 boxes, second largest on rec- 
ord. 


More Products Available 


According to Russell Z. Eller, 
advertising manager of the ex- 
change, “The 1945 and 1946 crops 
were marketed under the best of 
economical conditions. Consumers 
were glad to get oranges, large or 
small. Consumers now have 
more products to buy. They are 
watching their food dollars more 
closely and small size oranges are 
a decided marketing problem. 
Prices received by growers are 
running $1.50 to $2 below last 
year and the year before, and the 
predominance of small sizes is the 
contributing factor. . .” 

Mr. Zeller believes that the cit- 
rus industry will become increas- 
ingly competitive, as orange pro- 
duction increases, and it meets in- 
creased competition from canned 
juice producers. The _ industry 
must depend on: (1) proper dis- 
tribution; (2) an aggressive sales 
program, and (3) a strong adver- 
tising and merchandising pro- 
gram. 

Geography and labor combine 
to make California oranges more 
|expensive; they cannot compete 
|}on a price basis with Florida or 
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SOAP BOX VIDEO—The All American Soap Box Derby, sponsored by Chevrolet 

with the cooperation of newspapers throughout the country, was filmed by U. S. 

Rubber Co. for television and for distribution to boys’ clubs, libraries and 

schools. Here the winner, Kenny Holmboe, backed by the Gazette of Charles. 

ton, W. Va., rehearses for a final sequence. Left to right: Harry A. Mackey, 

U. S. Rubber's television director; Kenny Holmboe; Emerson York, producer, 
and Frank Knight, publisher of the Gazette. 


*% 


G-E to Sponsor 
CBS ‘House Party’ 


New York —General Electric 
Company’s appliance and mer- 
chandise department will resume 
sponsorship of the CBS “House 
Party” starting Dec. 1. 

G-E dropped the audience par- 
ticipation show in January be- 
cause it considered it bad adver- 
tising to give away scarce appli- 
ances which customers were un- 


IEN's engineering and operating readers in the larger plants 
in all industries are currently verifying their readership as 
follows... 


“| READ IEN FOR PRODUCT NEWS AND 
~ INFORMATION" 
Regularly 89.2%, Occasionally 10.0%, Rarely 0.8% 
"| USE IEN FOR FINDING AND/OR BUYING MY 
rei REQUIREMENTS" 
Regularly 40.0%, Occasionally 56.2%, Rarely 3.8% 


Only $95 to $102 a month to place news and information 
about your product before engineering, operating and pro- 
duction men in the larger plants in all industries when and 
where they are looking for current needs... NOW... when 
interest is high. 


DETAILS? ASK FOR "THE IEN PLAN" 


| Texas oranges, Mr. Eller told AA. | able to find in their local stores. 

| Institute members must “grow and Currently carried sustaining, 
|market high quality fruit which |the show will be heard at a new 
| through Friday, 


‘will command sufficient premium | time—Monday 
‘to more than offset the additional | 3:30-3:55 p.m. EST—when the 
| cost of production.” | Sponsor takes over through Young 
|& Rubicam. Art Linkletter will 
esses | 
Str Multiple Units |continue as master of ceremonies. 
the 


exchange’s| Already lined up on the com- 


Accordingly, | 


| present strategy is to advise con-| pany’s fall radio schedule, which | 


_sumers of the abundance of small! executives say is about complete, 
\fruit, to point out its best use—|are Fred Waring (NBC-institu- 
| for juice—and advise them to buy | tional) and “Willie Piper” (ABC- 
|in multiple units and save money. | lamps). 
| The results look good. Mr. | —__—— 
pee says Indication that the ‘Seaforth in Duralite 

py is drawing consumer atten- 
‘tion is the fact that, over the past Introduced by McKelvey 
six weeks, the consumer interest; Alfred D. McKelvey Company, 
in small size fruit has shown a/|New York, is introducing its Royal 
'constant increase.”’ | Scot set of Seaforth toiletries for 
In reporting the threatened | men, packaged in a new Duralite 


461 Eighth Avenue 
Boston - Chicago - Cleveland - 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 


Detroit - 


New York 1, N. Y. 


Los Angeles - Philadelphia - Pittsburgh 


/orange glut in California, the Wall 
Street Journal said boxes of| 
| oranges average 276 oranges, com- | 
/pared with the 1934-44 average of | 
220 a box. Also causing con- 
|fusion, the newspaper said, is the | 
cautious buying of the canners; | 
although they can buy for $20 to)| 
$25 a ton, compared with $75 in| 
| 1946, they are buying slowly. The | 


|/canners were caught in a price| 
slump last winter, when consumer | 


resistance to canned orange juice 


prices developed alarming propor- | 


tions. 

Mr. Eller’s statement to AA 
brushed the canned question aside. 
“No one knows what the future of 
the canned citrus industry 


| years. 
| dustry 


. . The problem of the in- 
is to maintain 


so neither must be sold at distress 
‘-rices 
other.” 

Foote, Cone & Belding has han- 
dled Sunkist advertising since its 
inception. 


Campus Offers Service 
Campus Advertising, New York, 


has begun offering a “packaged 
merchandising” service to adver- 
isers, which includes research 
publicity, college newspaper ad- 
vertising, direct advertising and 


product promotion. 


Palmer to White Rock 

Andrew D. Palmer has been ap- 
pointed sales promotion manager 
of White Rock Corporation, New 
York. He was previously with 
Westinghouse Electric Corporation 
for nine years. 


will | 
be,” he said. “It has certainly been | 
non-profitable except in war} 


a proper | 
| balance between canned and fresh, | 


to the detriment of the) 


container, with copy headed 
“Bang it, bend it, bounce it—you 
can’t break it.” 

A color ad in The American 
Weekly will feature the set, which 
is priced at $4.35. 


| 


Map Cooperative Drive 


R. J. Reynolds Tobacco Com- 
pany and Men’s Fashion Guild of 
New York will run a cooperative 
promotion, through their respec- 
tive agencies, William Esty & Co. 
and Zlowe Company, on “Tobacco 
Tones” in men’s fall apparel. 
Men’s wear stores will show Came] 
cigaret display material in their 
displays. 


Promotes Oppenheimer 
Al Oppenheimer has been 
named regional sales director for 
the Manhattan Shirt Company 
covering New England and New 
York state, exclusive of New York 
City. A veteran of 15 years’ serv- 
ice with the company, he was as- 
sistant sales manager with head- 
quarters in the New York office 
before receiving the new appoint- 


ment. 
ufe 
\\ the 
: car 


to the 


2/2 BILLION DOLLAR | fe 


POULTRY INDUSTRY MARKET re 
a te ‘ 
POULTRY Supply Dealer 


Burridge D. Butler, Pub. Proirie Farmer— WLS Bidg 
1230 Washington Bivd., Chicago 7, Minois 
Write on Business Letterhead For Market Dota Folder mu 
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22 East Illinois Street 
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Increase Service Goebel to Air 


years ago, and although they could | advertising program will put more 'To Slans & Maury 
be prepared for sale to consumers, | emphasis on so-called public rela- | 


Ostab Laboratories, Buffalo, has Rockets Games 
Program, Specht 
Advises Packers 


(Continued from Page 1) 
stitutional mewspaper ads. 

3. Prepare and package meats 
so that they will reach the con- 
sumer in prime, fresh condition. 

4. Engage in extensive develop- 
ment and testing of new products 
and new packaging. 

5. “Do as much consumer serv- 
ice advertising as possible over 


oan our own names.” 

> Nghe On the latter point, Mr. Specht 
f Charles. fm Said: 

, a Tell ‘How to Cook It’ 
producer, 


“How to cook it and how to 
serve it—copy which sells meat as 
such—should take precedence over 


frozen meat cuts had proved too 
costly to prepare and wrap and 
were difficult to cook properly. 

He pointed out, on the other 
hand, that much will be done by 
packers to improve packaging and 
processing methods to eliminate 
need for selling meats quickly. 
“Until a few months ago, every- 
thing in our line moved out just 
about as fast as we could produce 
it,” he said. “There wasn’t time 
for the product to get stale or 
damaged before it reached the 
consumer. Now it is a little dif- 
ferent, and it is going to be more 
different.” 


No Action on Budget 


Norman Draper, public relations 
director of the institute, told AA 
that no action would be taken on 
the AMI advertising plan for 1947- 
48 or the promotion budget until 
November, when the board of di- 
rectors meets. 


tions themes—carrying further, in 
various media, the AMI’s current 
attempt in newspapers to explain 
the packers’ position on contro- 
versial issues, to encourage pur- 
chases of various meat cuts at 
economical prices, etc. 

Mr. Draper said that all AMI 
newspaper ads—now running bi- 
weekly in 300-line space in news- 
papers in cities of 50,000 and more 
—are based on findings made in 
Roper surveys for the meat in- 
dustry. 


Silton to Bass-Luckoff 


Bass-Luckoff of Hollywood has 
been named to handle the adver- 
tising of Silton Jewelers, Los An- 
geles. Newspapers, radio and di- 
rect mail will be used. 


Appoints Kane 

Hildur Kane has been appointed 
public relations executive of Stahl- 
Casey Advertising Agency, San 


appointed Slans & Maury Adver-| 


tising, New York, for Ostabs, a/ 


new antiseptic mouth wash in 
tablet form. Market-by-market 
newspaper advertising will be fol- 
lowed by a magazine campaign as 
soon as coast-to-coast distribution 
is attained. 


Appoints Burnside V.P. 

Frederick W. Burnside Jr., for- 
merly with Norman D. Waters & 
Associates, New York agency, has 
joined United Advertising Agency, 
Newark, as_ vice-president in 
charge of new business. 


Barkus Joins Telepak 

Ted Barkus, formerly of Strauss, 
Davies & DeWindt, Philadelphia, 
has been named promotion direc- 
tor of Telepak Television Produc- 
tion Agency, Philadelphia. 


Appoints Nelson 
Harold O. Nelson has been ap- 
pointed export manager of Mid- 


Goebel Brewing Company, De- 
|troit and Muskegon, will sponsor 
broadcasts of the entire schedule 
of the Chicago Rockets, All- 
American conference professional 
football team, over WIND, Chi- 
cago. The company also pays the 
bill for airing the Detroit Lions 
contests over 10 Michigan stations. 


\\ EXECUTIVE: — 
DEALERS WANT ALL 
the information you 


can give them in your 


catalog pages sched- 

vled for the Annual 

_ January 
DEALERS’ DIRECTORY 
ISSUE OF BUILDING 


SUPPLY NEWS 
.. (Closing October 1st) 


He said, however, that the next) Francisco. 


West Abrasive Company, Detroit. 


Drive plugging our individual brands. 
cco Com- §§ That not only will help the indus- 
1 Guild of #§ try as a whole, but I feel it will 
operative Hf help the brand, too. . . 
sty & Co fq . Let’s make another point clear. 
eT obacey You can do an excellent consumer 
apparel, service advertising job without 
10w Came] @@ national distribution. .. When you 
1 in their @§ find a packer with a really domi- 
nant position in a territory, you 
usually find that he has been ac- 
s tive in developing consumer serv- 
leumer ice. He employs a full-time or | 
as been Hf part-time home economist. Adver- | 
gore tising, recipe booklets, cooking | 
and New schools and other devices are used | 
New York §@ ‘0 tell women how to prepare and | 
ears’ serv- Mserve meat. These services are) 
he was as- MM appreciated.” 
with head- The Armour executive observed 
York office M that “the largest industry in the | 
W appoint- United States, from the standpoint | 


or— WLS Bidg 
> 7, Minois 
ket Dota Folder 


of the number of people employed, | 
the value of its products, or by | 
any other standard ... is the man- | 
ufacturing process carried on in) 
the kitchens of 40,000,000 Ameri- 
can homes.” As the use of brand- 
ed, packaged meats increases, he 
said, the home manufacturing 
process will become more impor- 
tant, because a failure in the 
kitchen will reflect on the branded 
products used. 

Mr. Specht warned against in- 
discriminate introduction of new 
products and packages, however. 
He pointed out that although 
much was heard about frozen, 
packaged meats two and three 


gO 


8 S. Figuer« 


nec 
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COMPLETE WINDOW DISPLAY 


eduction, distribution | 
.. for forty-five years. 
CHICAGO SHOW 
PRINTING CO. 
2639-N-tiitare Ave —Chreege 39 


What makes a newspaper great? 


*LOOKS LIKE ANOTHER 


CASE FOR You, \y 


MR. LAWS |” : 


a 


Whodunit? Who murdered kindly 
old Mr. Murgatroyd at his desk in 
the family library? 

To Detective Lance Lawson this 
scene of violence is practically 
crawling with clues. In 35 seconds 
Lawson will find enough useful 
items for evidence to justify nabbing 
a suspect. Can you beat Lawson’s 
time and guess the probable iden- 
tity of the murderer? Could you 
do it, as Lawson does, with several 
hundred thousand kibitzers looking 
over your shoulder? 

Every weekday hard working 
Super-Sleuth Lawson tackles a fresh 


homicide, forgery or safe-cracking 
case. He snoops for clues, ponders 
motives, collars the culprit—all in 
the brief time it takes a typical Min- 
neapolis Star reader to get through 
a four-panel comic strip. 


Lawson, in fact, is a comic strip 
character, newest of the popular 
pen-and-ink Hawkshaws to win a 
huge audience of devoted followers. 
His case-a-day technique, complete 
from corpse to confession, currently 
fascinates mystery fans throughout 
the Upper Midwest, will soon de- 
light many new fans when this novel 


SOLUTION 
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Minneapolis Star and Tribune fea- 
ture is nationally syndicated. 

Lance Lawson, written by Tribune 
copy reader Harry Cherney, is an- 
other of the lively home-produced 
features developed by Star and 
Tribune staff members, to join the 
best of the nationally-syndicated 
comics and columns which crowd 
the pages of the Upper Midwest’s 
best-read newspapers. Such pioneer- 
ing in new feature development 
helps explain the appeal and influ- 
ence which make the Minneapolis 
Star and Tribune the favorite news- 
papers of the Upper Midwest. 


MORE THAN 


930.000 Sunday 
420.000 Daily 


a in the 
at Ny UPPER MIDWEST 


| 


Minneapolis Star ad Tribune 


JOHN COWLES, President 
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Radio Row Asks 
Whether SSC&B 
to Nab Pall Mall 


New York — Radio Row’s $65 
question last week was whether 
Sullivan, Stauffer, Colwell & 
Bayles, which has signed the| 
American Cigar & Cigarette Com- | 
pany as sponsor of the “Show of 
the Year,” is going to walk off 
with the entire Pall Mall account. 

The American Tobacco Com- 
pany subsidiary will spot the new 
program—a brainstorm of Don 
Stauffer, which will be repeats of 
last year’s best comedy broad- 
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casts by leading radio artists—in | 
the Wednesday 10 p.m. niche on 
NBC. Currently “Big Story,” 
through Foote, Cone & Belding, is 
aired there by Pall Mall. 

Observers recalled that when 
most of SSC&B’s executives were 
still with Ruthrauff & Ryan, sev- 
eral had worked on the Pall Mall 
show. Mr. Stauffer supervised the 
Benny show, and William Spire 
also had considerable experience 
with the cigaret company’s radio 
advertising. 

Tentative starting date for 
“Show of the Year” is late Sep- 
tember, and the lead-off show’s 
content is still under discussion. 


Hotpoint Buys New Plant 

Hotpoint, Inc., Chicago, has pur- 
chased the war surplus Allis- 
Chalmers plant, Milwaukee, from 
the War Assets Administration for 
the manufacture of electric water 
heaters, automatic dishwashers, 
sink tops and cabinets. The first 
operations are scheduled for De- 


a 
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Advertising in the Test Stage 


cember, 1947. 


Ald Tests Value 
of Inquiries From 
Newspaper Series 


Cricaco—The purpose: to test 
the effectiveness of newspaper ad- 
vertising in pulling inquiries from 
persons interested in starting their 
own Laundromat self-service 
laundry. 

The company: Ald, Inc., Chi- 
cago. 

The media: Chicago Tribune, 
Cleveland Plain Dealer, New York 
Times, Atlanta Journal, Los An- 
geles Herald & Express, and a 
Dallas daily. 

The copy: Two 200-line “un- 
usual opportunity” ads, offering a 
“profitable, secure business with 
large income and small invest- 
ment through operation of a West- 
inghouse - equipped Laundromat 


half-hour self-service laundry.” 

Scheduled dates: Aug. 27 and 
Sept. 10 in Chicago, Cleveland and 
New York; and Sept. 3 and 17 in 
Atlanta, Los Angeles and Dallas. 

Results: One week after the 
copy appeared, Ald, Inc., which 
sells all the equipment needed in 
operation of a laundry, supplies 
specifications, etc., reports that 
more than 1,700 inquiries have 
been received from New York, 
and almost 400 from Chicago. 

The present test campaign is in 
addition to Ald, Inc.’s newspaper 
promotion to stimulate business 
for established store operators. 
The dealer drive, a_ six-time, 
weekly insertion which began in 
the New York News Aug. 15 with 
a full-page kick-off ad and five 
640-line follow-up ads, will be re- 
peated in Chicago beginning Sept. 
17. Los Angeles is scheduled for 
the same series in the near future, 
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after which it will be extended t, 
other markets. 


TESTS ALUMINUM 
TOBACCO BARNS 


SAVANNAH, Ga.—Southern States 
Iron Roofing Company will launch 
a test campaign Sept. 15 in five 
North Carolina counties, promo. 
ting the sale of its new aluminum 
tobacco-curing barn. 

Newspaper advertisements ang 
direct mail will stress resistance 
to fire, better tobacco and bigger 
profits for barn purchasers. Peng. 
ing results of the test, the com. 
pany plans to expand the copy jy 
the South’s tobacco belt. 

Gray & Rogers, Philadelphia, j 
the agency. 


STUART HALE TESTS 
CHOCOLATE SYRUP 


Cuicaco—Stuart Hale Company, 
long a supplier of chocolate syrup 
and other fountain supplies to job. 
bers, is test advertising a one. 
pound can of Stuart Hale chocolat 
flavored syrup packaged for con. 
sumer sale. 

The company has launched , 
series of weekly “why I prefer 
contests for boys and girls, using 
newspapers here and in Milwau- 
kee. Other newspaper copy, radic 
spots, car cards and outdoor are 
also being used in the two cities 
promoting the product. 
Distribution and advertising will 
be expanded widely if the test 
proves satisfactory. The weekly 
contest offers five Schwinn-built 
bicycles, now being offered also 
in Quaker Oats Company’s na- 
tional club-naming contest pro- 
moting Muffets. 

Pilgrim Advertising Agency 
here handles the Hale account. 


ESKOTRAY ICE CUBE 
TRAY IN TRIAL TEST 


Cuicaco—Associated Plastic 
Companies has begun a test here 
and in Milwaukee for its Eskotray 
flexible one-piece ice cube tray, 
originally made in 1942 but not 
previously advertised. 
Through Simmons & Simmons 
here, the company is using 15l- 
line space each week in the Chi 
cago Tribune, is a participating 
sponsor of Paul Gibson news com 
mentaries heard over Statio! 
WGN at 6 a.m. and 4 p.m. six days 
weekly, and uses a demonstratoj 
in Milwaukee stores. 

Dealer aids are also being used 
in the test. 
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Wire Florists Aim 
to Reduce Prices 
and Promote Sales 


CuicaGo — Increased sales with 
lower prices was the theme of the 
Florists’ Telegraph Delivery Asso- 
ciation convention here last week. 

Activities of the group were 
keyed to promotion, in an appar- 
ent effort to regain sales after the 
postwar decline following 1945’s 
peak of $34,000,000 in wire busi- 
ness. Great stress was placed on 
the overseas market and the com- 
paratively new operation called 
International Telegraph Florists, 
Inc. Highlight of this phase was 
the invitation extended the Japa- 
nese floral industry to resume 
flowers-by-wire exchange with the 
United States. 

Memories of the tremendous 
business done through the Army 
post exchanges overseas in the 
closing years of the war gave 
added stimulus to the interna- 
tional operation. The FTD has 
simplified the overseas business 
by adopting a standard exchange 
unit, called the “fleurin,” worth 
25 cents in the U. S., a shilling in 
Great Britain, and pegged simi- 
larly throughout the world. Cur- 
rency fluctuation problems are 
eliminated for the florists through 
adjustments by clearing houses in 
Zurich, London and Detroit, as 
well as the international clearing 
house. 


Billion Dollar Business 


Edward J. McCarthy, president 
of the group who was reelected 
for the coming year, told the 
florists that estimated telegraph 
sales would total more than $28,- 
000,000 this year. While accurate 
industry-wide figures on the FTD 
or retail florists generally are not 
available, M. Truman Fossum of 
Cornell University estimated the 
retail flower volume at $400,000,- 
000, or two-fifths of the $1 billion 
total combined floral sales of pro- 
ducers, wholesalers, nurseries and 
retailers. 

Mr. Fossum noted the trend 
toward reducing prices continu- 
ously as rapidly increasing flower 
production takes care of the ex- 
panded markets. He said that 
flower retailing is rapidly moving 
into the depression-proof business 
class with restaurants, and can no 
longer be termed a luxury busi- 
ness. 

Convention delegates learned 
that the nurse recruitment drive, 
which local FTD units boosted by 
offering nursing scholarships (AA, 
July 14), may reach its goal of 45,- 
000 students in 1947. Community 
forist associations have  estab- 
lished 52 scholarships across the 
country for the fall term. Many 
more are said to have definite 
plans for setting up similar en- 
dowments for the spring term in 
lursing schools. 

The trade fair, which ran con- 
currently with the association’s 
meeting, featured items useful in 
foral operation from miniature 
vases for boutonnieres to ‘“one- 
piece” refrigeration units with no 


Visible joints. An exhibit of 
Christmas window diorama mate- 
Nal drew particular comment. One 
dey 


of artificial snow, was a pivotal 
raction for sweltering conven- 
delegates. 


Last Minute News Flashes 


Lever Starts New Lifebuoy Test Series 

New York — The first flight of Lever Bros. mammoth media test 
ads got under way last week, with Lifebuoy using a new testimonial 
newspaper series in 10 large cities across the country. The testi- 
monials will be signed by the wives of prominent figures (two al- 
ready set are Mrs. Mel Ott and Mrs. Bobby Riggs), and their con- 
tents bear out a new Lifebuoy theme—that men bring the soap home 
and their wives learn to like it. New copy for the soap also broke 
in farm magazines, where the current “whispering” campaign is 
transferred to a 4-H Club dance, and in car cards. Ruthrauff & Ryan 
is the agency. 


Simmons & Simmons Starts Farm Radio Service 
Cuicaco—Simmons & Simmons agency has begun publishing a 
weekly “Radio Farm Editors Informant” radio script on the care and 
feeding of poultry and livestock, which it offers to local stations and 
advertisers at $5 a week. The 2,500-word scripts, covering 12 short 
features, are prepared with aid of farm experts. Direct mail is be- 


ing used and ads in trade publications are planned to promote the 
service. 


Simplicity Pattern Resumes Consumer Ads 

New YorK — Simplicity Pattern Company, in its first consumer 
advertising push in three years, has scheduled a series of full-color 
spreads in Life. November copy, which will promote Christmas 
sewing, also will appear in Good Housekeeping. In 1948 the com- 
pany’s advertising, which is handled through Grey Advertising 
Agency, will be stepped up to keep sales—which this year showed 
an increase of 30% over ’46—moving at a fast pace. 


Sloan‘s Instant Balm to Be Promoted 

New YorK—Standard Laboratories will launch consumer adver- 
tising for new Sloan’s Instant Balm with one-fifth pages in The 
American Weekly, First Three Markets Group and This Week Maga- 
zine beginning in October and running into mid-December. The com- 
pany will also use half-columns in Life, starting Sept. 29. Biow 
Company is the agency. 


Barbara Lee Nylons Get First Postwar Promotion 
New YorK—First postwar advertising for Barbara Lee nylons is 
breaking now in Vogue and Harper’s Bazaar. Associated Merchan- 
dising Corporation, through John A. Cairns & Co., will run full-page 
advertisements in these magazines for the next six months. Copy 


will be reinforced by local newspaper advertising placed by stores 
handling the brand. 


Jules Lippit Gets Compo Radio Account 

New YorK—Cosmo Electronics Corporation, manufacturer of the 
new Repair-It-Yourself radio, which will go on the market soon, has 
named Jules Lippit, Advertising, to handle its account. A campaign 
for the Compo radio, invented by former Navy man Roberto Brenta, 


president of the company, will start with copy in New York news- 
papers. 


Kostka Named PR Chief of Brewers’ Group 

New YorK—William Kostka, recently resigned as vice-president of 
the Institute of Public Relations, has been appointed publicity director 
of United States Brewers Foundation. Mr. Kostka formerly was man- 
aging editor of Look, and of Fawcett Publications, Inc., and for three 
years was publicity director of National Broadcasting Company. 


Schick Plugs in 
with Money-Back 
Ads in Magazines 


STAMFORD, Conn.—Schick, Inc., 


Less Video Time, 
More Research 
for General Foods 


New YorK—General Foods Cor- 


‘ice, featuring a continuous fall | 


poration, which for the past sev- 
eral months has been experiment- 
ing with various types of tele- 
vision shows, now believes it is 
time to weigh the results of video 
advertising. 

In order to make an intensive 
television research study and stay 
within this year’s budget, GF is 
dropping one of its half-hour spots 
—Thursday, 8:30 p.m. over 
WNBT, as of Sept. 25. Featured 
in this segment was “Friend of 
the Family,” an institutional piece 
for the corporation, which was 
produced by Young & Rubicam. 

GF will continue to buy the 
preceding half-hour over the NBC 
station. Heard now at that time 
is ‘Author Meets Critics,” through 
Benton & Bowles. However, what 
will be seen there following the 
expiration of that program’s cur- 
rent run in a couple of weeks is 
undetermined. 

GF also will continue to air 
WABD weather signals and part 


Prickett Joins Reiss 
a irry Prickett has joined Reiss 
ive art director. He was formerly 

director of Lester Harrison 


pany, New York, and of 
oTronet. 


art 


Epps Forms Agency 


“dvertising Company, with offices 
NM the Dime building, Detroit. 


he radio continuity department. 


‘rtising, New York, as execu-| 


|of the Dodger baseball games 
over WCBS-TV. 


Both Y&R and B&B will have a 
|hand in the corporation’s television 
study. 


Glynn Gets New Job 


| 
| 


: | promotion manager of Science IILI-| 
Fred A. Epps has formed Rex|ustrated, New York, a McGraw- 
Mr. Glynn for-| 
|merly was in the promotion de- 
Gerry Todd will serve as head of} partment of the Columbia Broad- | Francisco, has joined Richard Jor- 
| gensen Advertising, San Francisco. | 


Hill publication. 


casting System. 


Paul T. Glynn has been named | 


will start its biggest fall national 
magazine campaign beginning 
with the Sept. 20 issue of Collier’s. 

“Promises never whipped a 
whisker” headlines the first ad in 
the series, which also will appear 
in four colors in Life. and The 
Saturday Evening Post. The com- 
pany feels that competitive sell- 
ing has arrived, and accordingly 
its sales manager, George H. Wil- 
kens, says that the objective of 
the campaign is to attract new 
shavers. The campaign promises 
“This Schick electric razor has to 
prove—on your own face — that 
it’s the finest shaving instrument 
ever, or you get your money 
back!” 


for business papers, and an ex- 
tensive list of sales aids will be 
employed. Kudner Agency has 
the account. 


Leggett Names Agencies 


Francis H. Leggett & Co., New 
| York, Premier foods, has ap- 
|pointed Brisacher, Van Norden & 
|Staff’s New York office as_ its 
lagency. Joseph Jacobs Jewish 
|Market Organization will handle 
| Leggett’s advertising in the Jewish 
field. 


Joins Jorgensen Agency 
John D. Milligan, formerly with 
Johnson Advertising Service, San 


| 
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ETERANS 
Hold on 
to your bonds! 


Veterans! Set an example of level-headed thrift. Dos't 
cash your terminal-leave bonds now, unless you mus. 

If you need the money desperately—or are in debt— 
that’s diffetent. Otherwise, bold on to your beads You'll 
be glad later. 

Every terminal-leave bond earns interest at 24% 0 
year. A $100 bond is worth $112.50 to you if you bold 
it to maturity. 

Se hold those bonds uatil you can get full interest 

, and full value. 


STUDEBAKER DEALERS OF CHICAGO 


TU 


s 


HOLD ON!—Studebaker dealers in 

Chicago ran this 540-line ad in Chi- 

cago newspapers last week urging vet- 

erans not to cash their terminal-leave 

bonds till they can a full interest and 
value. 


Magazine Copy 
to Push Bruce 
Cleaner, ‘Doozit' 


Mempuis —E. L. Bruce Com- 
pany, manufacturer of hardwood 
flooring, will break its first na- 
tional magazine campaign for 
Bruce floor cleaner and the Bruce 
“Doozit” with a half-page bleed 
advertisement in the Sept. 22 Life. 

The Doozit is a cleaning, wax- 
ing and polishing appliance de- 
veloped by the company to meet 
housewives’ demands for easier 
methods of floor cleaning. It uses 
a wood base and handle with 
metal fittings, and retails at $1.89, 
with replaceable scrubbing pads 
at 19 cents apiece. 

The floor cleaner and appliance 
will be promoted in five other in- 
sertions in Life through December, 
and additional space is scheduled 
for Good Housekeeping. Local tie- 
in advertising with dealers also is 
planned on a cooperative basis, 
according to Holton C. Rush, ad- 
vertising manager. 


Developed Gradually 


The national ad campaign, he 
said, follows a market-by-market 
development of the product from 
coast to coast. Bruce floor cleaner, 
previously used for professional 
floor maintenance, was introduced 
to consumers in 1944. 

First magazine copy, headlined 
“End on-your-knees floor scrub- 
bing for only $1.89,” urges house- 
wives to clean, wax and polish 
their floors and linoleum in a 
single application “while standing 
up.” The company, citing labora- 
tory and actual home tests, claims 
that one-third less time is re- 
quired over the usual soap-and- 
water method of washing a floor 
and then applying a self-polishing 


|type of wax. 


Christiansen Advertising 
Agency, Chicago, handles the ac- 
count. 


Ads in N. Y. Dailies 
to Plug WQOXR Music 


Starting Sept. 8, Station WQXR, 
New York, will run a series of 


, |newspaper advertisements in three 
A separate campaign is slated| New York dailies to promote its 


| programs. 


Specific musical selec- 


| tions which may be heard will be 


emphasized. 

Scheduled to run for a total of 
192 insertions—six weekly in the 
New York Times, which owns the 
station, and five weekly in the 
Post and Sun—the series will ex- 


tend over a 12-week period. A 
continuation of a similar drive 
this spring, the advertising will be 
composed of different copy in each 


paper on the days scheduled. 


Harkness Joins Goltra 


Donna J. Harkness, formerly in 
the publicity department of the 


New York Central Railway Sys- | 


tem, has joined Goltra Products 
Company, Cincinnati, as special 
representative in sales and pro- 
motion activities. 


|°29. 
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Coca-Cola Boosts 
Ad Budget, Adds 
New Radio Shows 


(Picture on Page 1) 

New York — Coca-Cola Com- 
pany’s own advertising program 
has been stepped up to a $9 mil- 
lion-a-year basis, with the avail 
ability of more sugar. In addition 
to “A Pause That Refreshes on the 
Air,” started on CBS, Sunday 
afternoon, Aug. 17, Coca-Cola will 
sponsor Spike Jones and his City 
Slickers, with Dorothy Shay and 
guest artists, on CBS, Fridays at 
10:30 p.m. (EST) starting Oct. 3. 

In addition, the company’s 1,054 
bottlers will sponsor “Claudia,” a 
daytime transcribed show written 
by Rose Franken, beginning Sept. 
From 300 to 400 stations will 
be used at the start. 

Coca-Cola ran a full-page ad 
last week in 111 newspapers in 49 
cities to emphasize that “there’s 
more Coca-Cola now.” This in- 
sertion was in addition to the bot- 
tlers’ campaign in 1,100 newspa- 
pers. The company’s magazine 
campaign continues in about 30 
publications, as does its 24-sheet 
outdoor campaign, which has been 
running consistently for 25 years. 

D’Arcy Advertising Company is 
the agency. 


‘Easton Express’ 
Ads Win 18 Top 
Ratings in Study 


New York—The Advertising 
Research Foundation’s 110th con- 
tinuing newspaper readership 
study turned up 18 ads in the 
Easton Express for June 19th 
which attracted sufficient reader- 
ship to place them on lists of the 
10 best ads thus far compiled for 
their respective classifications. 

One national ad, a 1,410-line 
Lucky Strike display, with a per- 
centage score of women—38% and 
men—34%, and 10 local advertise- 
ments placed among the 10 high- 
est scoring ads (percentagewise) 
in their respective groups for all 
studies to date. 

The index lists, based on the 
reading per line per 100,000 read- 
ers, included two national and 
eight local ads which took places 
on the all-time best-read lists in 
their classifications. 

Sinclair’s 180-line comic strip 
ad featuring Lotta Zipp took sec- 
ond place in the national auto- 
motive category with an index of 
men—194 and women—161, while 
a 225-line Alexander Smith floor 
plan rug layout took fourth place 
in the national household category, 
with an index of men—18 and 
women—71. 


Ross Names McCarty; 
Appoints Schaefer 


McCarty Company, Pittsburgh, 
has been named to direct the ad- 
vertising of A. H. Ross Company, 
manufacturer of packaging ma- 
chinery. The Ross Company has 
been moved to the plant of the 
Ohmer Corporation, Dayton. Both 
are subsidiaries of Rockwell Mfg. 
Company. 

Norman M. Schaefer, advertis- 
|ing manager of Ohmer Corpora- 
| tion, has also been named adver- 
| tising manager of A. H. Ross Com- 


| pany. 


| 


\State Adopts Slogan 


Iowa will be publicized as the 
“Land of Plenty,” with the slogan 
carried on metered mail dis- 
patched by the various state de- 
partments. It has been estimated 
that over 100,000 letters a month 
will carry the state advertising 


Ritter Names Lore 


Robert W. Lore, formerly with 
International Silver Company, has 
been named assistant sales man- 
ager of P. J. Ritter Company, 
Bridgeton, N. J., food packer. 
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ut 1 dont see any ¢ 
Customers !" 


Is America’s buying public 
performing the greatest 


disappearing act in History? 


Total retail sales say no, and the fig- 
ures for employment, earnings, and 
savings reassure us that customers— 
in colossal quantities — are still here. 

The trouble is that the supply pipe 
lines are filling up, retailers have become 
cautious, and customers tarry where 
they used to hurry, delay where they 
used to demand, compare where they 
used to say, ‘‘Wrap it up; I'll take it!” 

To make buying customers out of 
baffled consumers, business today has 
to reach them along new roads, impress 
them with new impact, sell them with 
new strength. Of course, that means 
each advertising dollar spent has to 
produce more, sell harder than ever he- 
fore. One way to do that, even with a 
limited budget, is to get more out of 
each advertising dollar. In PUCK — 
THE COMIC WEEKLY 


37¢ Does the Work of $1.00! 


For 37¢ in PUCK you get as many 
readers of advertising as would cost 
you a dollar in either Collier’s, Life, or 
Saturday Evening Post!* 


PUCK — THE COMIC WEEKLY is 
distributed with 15 great Sunday news- 


Customers ? 


papers from coast to coast. Its circula- 
tion of more than 7,500,000 exerts na- 
tional sales influence on families in 
more than 7,000 places of 1,000 popu- 
lation and over. 


Puck exerts a moving 
influence on the 
lives and habits of people! 


The reason for that influence is simple: 
PUCK is a vital social force in the lives 
of more than 16,500,000 adults — plus 
millions of young people. PUCK’s cast 
of all-star characters weaves a tapestry 
of human interests for these readers 
that affects their habits, attitudes, and 
way of life. They get laughs with The 
Little King and Donald Duck, thrills 
from Flash Gordon and Jungle Jim, ad- 
venture in The Lone Ranger and Steve 
Canyon, history from Prince Valiant 
and Dick’s Adventures in Dreamland, 
and warmly human glimpses of family 
life in Blondie and Jiggs and Maggie. 

The same influence of PUCK’s char- 
acters that enabled Popeye to make 
spinach more popular, is continually 
creating new habits in health, new fads 
in fashion, new ideas in learning, trav- 
elling, working and living. And this 
powerful social force is at work for ad- 
vertisers appearing inPUCK regularly! 


*Proof? Write us for the figures and readership 
statistics compiled by Daniel Starch and Staff. 


appearing regularly in Puck: 


The Royal Family 


of American Business 


American Home Products 
Andrew Jergens Co. 
Walter J. Black, Inc. 

The Borden Co. 
Chesebrough Mfg. Co., Con'd 
Colgate-Palmolive-Peet Co. 
Corning Glass Works 

Corn Products Refining Co. 
Cudahy Packing Co. 
Doubleday & Co. 
Eversharp, Inc. 

Ford Motor Co. 

General Electric Co. 
General Foods Corp. 
General Mills, Inc. 

A. C. Gilbert Co. 

Gillette Safety Razor Co. 
Gum Products, Inc. 

Hall Bros. Inc. 

Geo. A. Hormel & Co. 

Int. Cellucotton Products Co. 
S. C. Johnson & Son, Inc. 
Kellogg Co. 

Lambert Pharmacal Co. 
Lamont Corliss & Co. 

Thos. Leeming & Co., Inc. 
Lever Bros., Ltd. 

Lionel Corporation. 
National Biscuit Co. 
Parker-Johns 

Pepsi-Cola Co. 

Procter & Gamble Co 

The Quaker Oats Co. 

Radio Corp. of America 
Ralston Purina Co. 

R. J. Reynolds Tobacco Co. 
R.K.O. Radio Pictures, Inc. 
W. A. Scheaffer Pen Co. 


Seven-Up Co. 
Standard Brands, Inc. 
Unicorn Press 

D. Van Nostrand Co. 
Wm. R. Warner & Co. 
Wildroot Inc. 

Wilson Chemical Co. 
Wm. H. Wise Co. 


a THE COMIC WEEKLY 


ae Neel 


ay The Only NATIONAL Comic Weekly 
A Hearst Publication 
63 Vesey Street, New York 7, N. Y. 
Hearst Building, Chicago 6, Ill. 
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